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Abstract 
Social Networking for Employee Engagement in the Hospitality Industry 
Jane F. Bokunewicz 
 
 
 This	  study	  explored	  the	  efficacy	  of	  using	  a	  company	  focused	  on-­‐line	  social	  networking	  site	  to	  improve	  communication	  in	  an	  organization	  by	  facilitating	  the	  development	  of	  a	  community	  of	  practice	  and	  improving	  mentoring	  opportunities.	   It used a quasi-experimental approach to evaluate whether or not a 
relationship existed between participation in the on-line social networking site and 
employee job satisfaction, commitment to the company, and social capital. The 
experiment employed a mixed method research approach, analyzing both quantitative 
and qualitative data.  The experiment was performed as a field experiment in an 
existing casino hotel with management approval and cooperation.  
 No significant relationship was found between participation in the on-line 
social networking site and employee commitment to the organization.  A negative 
relationship was found between participation in the on-line social networking site and 
the satisfaction subcategory of communication. The greatest decrease in satisfaction 
post implementation was among salaried employees for overall satisfaction and for 
the subcategories of communication and rewards. Employees who participated in the 
on-line social networking site experienced an increase in social capital as indicated by 
the number of participants who reported new friendships, the strength of the 
friendship ties, and subsequent face-to-face meetings.   Activity levels on the social 
networking site were relatively low.  
	  	  
vii	  
 The qualitative analysis revealed that employees in the organization viewed 
communication with senior management and mentoring as very important.  Many 
employees believed that an online social networking site could be an effective tool in 
enhancing employee communication with management, and finding appropriate 
mentors: as long as senior management engaged actively on the site and employees 
had access to the site. Employees felt that it may not be as effective in strengthening 
the mentor/protégée relationship however because face-to-face communication and 
the ability to confide confidential information to ones mentor are important aspects of 
building a strong relationship. Two barriers that prevented management from actively 
engaging on the site were lack of time and a reluctance to reveal personal information 
about oneself on the site.  The reluctance of several of the management employees 
interviewed rose to the level of fear of participation leading to negative outcomes.  
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CHAPTER 1 INTRODUCTION 
 
 
 
1.1 Introduction 
 
 This study seeks to explore the efficacy of using on-line social networking in 
an organization as a tool to improve commitment to the company, employee job 
satisfaction and social capital. The theoretical foundation of the study is rooted in the 
theory of community of practice (Lave & Wenger, 1991) and the process of becoming 
a member of a community through apprenticeship and legitimate peripheral 
participation. According to Wenger as members of a community experience 
belonging through engagement, imagination, and alignment, the process of 
identification occurs creating bonds in which people become invested in the 
community (Wenger, 1998).  An employer sponsored on-line social networking site 
in an organization could potentially become a community of practice. As workers 
become engaged in the on-line community through apprenticeship and increased 
participation they may experience a heightened feeling of belonging to the 
organization that could potentially increase their commitment and job satisfaction.  
 Wenger’s (1998) concept of apprenticeship is central to this study since one 
important way that employees achieve a sense of belonging in an organization is 
through acceptance and endorsement by a more senior employee (i.e. a mentor) 
within the organization.  While Wenger uses the term apprenticeship to describe the 
process of an inexperienced craft worker or tradesman learning from a master, in 
modern day business organizations, this type of relationship is typically described as 
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a mentor/protégé relationship.  The concept of apprenticeship as defined by Wenger 
(1998) therefore, can be applied to the concept of mentoring in organizations.   
 Wenger explains that the concept of apprenticeship in community of practice 
is broader then the traditional connotation of “master/student or mentor protégé to one 
of changing participation and identity transformation in a community of practice” 
(Wenger, 1998, p.11).   Newcomers become accepted into a community of practice 
through increased participation in the community.  The newcomer engages with 
veteran participants and gains legitimacy, which in turn leads to full participation.   
The apprentice or the protégé is the newcomer and the veteran participants are the 
mentors or masters. In an organization, mentoring functions include “assigning tasks, 
teaching the job, giving support and providing inspiration and advocacy” (Bernard & 
Goodyear, 2004, p.8). In an employer sponsored social networking site, mentoring or 
apprenticeship in the context of community of practice can take place as employees 
engage with management or more experienced workers.  As they increase their 
participation on the social networking site through engaging with others, the 
employees could potentially increase their social capital, become more committed to 
the organization, and experience greater job satisfaction.  	   Recent	  developments	  in	  computer-­‐mediated-­‐communication	  have	  led	  to	  adoption	  of	  social	  networking	  applications	  in	  organizations	  in	  the	  US	  and	  elsewhere.	  	  These	  social	  networking	  applications	  have	  been	  shown	  to	  increase	  and	  promote	  informal	  relationships,	  information	  sharing,	  and	  learning	  in	  organizations.	  	  Indeed,	  prior	  research	  has	  examined	  if	  collaboration,	  learning,	  information	  sharing,	  and	  productivity	  are	  related	  to	  the	  participation	  in	  on-­‐line	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social	  networking	  (Duta	  &	  Fraser,	  2009;	  Ferreira	  &	  Plessis	  2009;	  Hastings,	  2009;	  Violino,	  2008).	  	  Hastings	  and	  Violino	  found	  that	  new	  computer	  applications	  made	  available	  through	  social	  networking	  sites	  increased	  workers	  ability	  to	  collaborate	  effectively	  because	  of	  improved	  file	  sharing	  capability.	  	  Ferreira	  and	  Plessis	  (2009)	  found	  that	  workers	  in	  a	  South	  Africa	  university	  perceived	  increases	  in	  collaboration	  and	  knowledge	  sharing	  related	  to	  participation	  in	  an	  online	  social	  networking	  site.	  	  As	  useful	  as	  these	  studies	  are,	  they	  tended	  to	  focus	  mainly	  on	  increases	  in	  productivity	  through	  collaboration	  and	  knowledge	  sharing,	  and	  their	  overall	  impact	  on	  organizational	  effectiveness	  through	  company	  commitment	  and	  job	  satisfaction	  is	  still	  unknown.	  	  In	  particular,	  extant	  research	  points	  to	  significant	  relationships	  between	  mentoring	  and	  organizational	  commitment	  (Hegstad,	  1999;	  Rowland,	  2011),	  	  mentoring	  and	  job	  satisfaction	  (Lee,	  Montiel;	  2011,	  May-­‐Chium,	  Ramayah,	  2011)	  as	  well	  as	  between	  social	  capital	  and	  job	  satisfaction	  (Requena,	  2003),	  but	  the	  question	  about	  the	  possible	  impact	  of	  participation	  in	  on-­‐line	  social	  networking	  on	  mentoring,	  commitment,	  and	  job	  satisfaction	  is	  unknown.	  Consequently,	  this	  study	  will	  examine	  whether	  or	  not	  interaction	  on	  an	  employer	  specific	  social	  networking	  site	  relates	  to	  increases	  in	  organizational	  commitment	  and	  job	  satisfaction	  through	  the	  processes	  of	  mentoring	  and	  social	  capital.	  
 
1.2 Background   
 Organizations strive to communicate effectively with employees to create a 
shared vision so that everyone is working towards accomplishing the goals and 
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objectives of the company. Large organizations however, face communication 
challenges in reaching employees and engaging them to become productive members 
of a team. In global organizations, geographic distance can physically separate 
employees making communication difficult.  Even in single unit organizations 
employees can become isolated from each other and from top management because of 
hierarchical structures and the necessity to operate on shifts.   
 Organization reporting lines in a hierarchy are structured so that each person 
has one superior (Weber, 1966) and information flows up and down through a chain 
of command within each operating department.  This can create challenges in 
communicating across departmental lines and could inhibit collaboration and sharing 
of ideas.  In companies that operate 24 hours per day such as many hospitality 
organizations for example, night-shift employees rarely have the opportunity to 
interact with day-shift employees and vise versa.  Additionally, executives focused on 
strategic planning and long-range goals often lose contact with employees on the 
front line. These communication barriers can make it difficult for organizations to 
form a cohesive team with employees working together to advance the companies 
mission and vision.  
 Traditionally, many organizations have relied on communication methods like 
memos, flyers posted on bulletin boards, and employee newsletters to communicate 
important information to employees.  In recent years technological advances such as 
e-mail, voice messages, and company intranet sites, have replaced or supplemented 
these traditional methods but even these newer, computer mediated communication 
methods are largely one directional and do not facilitate employee interaction and 
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engagement.  On-line social networking has emerged as a new platform for 
communication in organizations, primarily as a vehicle to communicate with 
customers and more recently, as a vehicle for communicating with employees.  Large 
companies like Deloitte, IBM, Microsoft and Best Buy have implemented employer 
facilitated social networking sites to enable employees to engage with one another 
and ultimately improve communication (Brandel, 2008).   As on-line social 
networking evolves as an emerging area in organizational communication research is 
needed to explore its effectiveness.  
  
1.3 Conceptual Framework  
 Community of practice theory is at the center of the theoretical framework for 
this study because a company-focused on-line social networking site, if operating 
effectively, could potentially become a community of practice as defined by Wenger, 
McDermott, and Snyder (2002).   Community of practice is a social theory of learning 
where participants in a community acquire knowledge through the practice of 
interacting and engaging with each other (Wenger, 1998).  As they participate in the 
community, new comers advance to the status of full membership through the process 
of apprenticeship.  
 Communities of practice can be found throughout organizations wherever the 
basic structure containing the three elements of a domain, a community, and a 
practice exists (Wenger, McDermott, Snyder, 2002).   A domain “creates common 
ground and a sense of identity”(Wenger et al., 2002, p. 27).  The community is the 
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emotional connection that bonds the members together.  The practice is “a set of 
frameworks, ideas, tools, information, styles, language, stories, and documents that 
community members share” (Wenger et al., 2002, p. 29).  A community of practice 
can exist as long as it contains those three elements whether or not it is mediated by 
an on-line social networking site. This study however focuses specifically on a 
computer-mediated community of practice in the form of an on-line social 
networking site that is sponsored by an organization exclusively for its employees. 
  The domain “defines the identity of the community, its place in the world, 
and the value of its achievements to members and to others”(Wenger et al., 2002, p. 
31). The domain of an on-line, employer sponsored, social networking site would be 
the organization.  If not for the organization, the on-line social network would not 
exist at all.  Every member in the on-line social network is a member of the 
organization.  All workers in an organization share common ground in many ways.  
One key way is that they are all paid by the same entity, the organization, so they 
share the common understanding of their responsibility to work towards achieving the 
goals of the organization to continue to receive their income. While each employee 
may have different individual responsibilities, they share the commonality of purpose 
of working towards achieving the company’s business objective.  To illustrate in a 
hotel for example, in order for the hotel to generate revenue to provide wages to the 
workers, the rooms must be cleaned, the restaurants must provide food and the front 
desk employee must check customers in and out. Employees of an organization share 
a common identity embodied by the reputation or brand of the company and what it 
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represents. This identity or brand is another form of common ground that defines the 
domain of the social networking site. 
 Although Wenger (1998) describes community and practice as constituent 
terms that specify each other and should be viewed as a unit, it is useful to separate 
them in order to understand the structure of an employer sponsored on-line social 
networking site as a community of practice.  The community for purposes of this 
study would be the on-line social networking site. It is the bond that ties employees 
together and separates them as a designated unit within the organization.  
Participating employees are considered “members” of the on-line group.  The practice 
in this case is the sharing of ideas, knowledge and thoughts that take place on the 
social networking site.    
 
 Community of practice theory has evolved with the convergence of 
community and technology.  On line communities are more recently described as 
digital habitats constructed by the intersection of tools, platforms, features and 
configurations (Wenger, White, Smith, 2009).  An on-line social networking site with 
the capability of posting comments, sharing pictures, posting videos, generating 
discussion threads, requesting friends, and acknowledging the comments of others 
can be a digital habitat as defined by Wenger, White and Smith (2009).   A habitat is 
a “dynamic mutually defining relationship between a species and place.” (Wenger et 
al., 2009, location 1059 of 4528).   The employees and their organization would 
constitute a habitat in this study.  The digital habitat is the social networking site, 
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which is the tool that provides members of the community the place in which to 
interact.    
  According to Lave and Wenger (1991) learning takes place in a community 
of practice through increasing legitimate peripheral participation in the community 
rather than through an internalization of knowledge.   Employees in an organization 
participating in an on-line social networking site can learn about the company and 
their coworkers through the social practice of interacting on the site.  Lave and 
Wenger (1991) argue that learning occurs, as participants become full members in a 
community through increasing practice.   
 According to Wenger, knowledge is learned in a community of practice 
through the process of social participation that integrates four components; Meaning, 
Practice, Community and Identity (Wenger, 1998).  He defines knowledge as 
“competence with respect to valued enterprises – such as singing in tune, discovering 
scientific facts, fixing machines, writing poetry, being convivial, growing up as a boy 
or girl, and so forth” (Wenger, 1998, p. 4).  In a hospitality organization, knowledge 
or “competence” could be described as providing quality customer service, 
responding to guest questions, or booking a reservation. Employees in an 
organization acquire knowledge through interacting with colleagues in the capacity of 
fulfilling their job duties.  This knowledge can enable the employees to be more 
valuable to the company and may help them to perform competently in advancing the 
company’s mission and vision.   In a hospitality organization, knowledge about the 
company is crucial to serving customers needs.  The front desk clerk in a hotel for 
example, must know which room types exist in order to place the guest in a room that 
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fits his or her needs.  If a special event is taking place, employees must have the 
pertinent knowledge about the event to share with customers who may have 
questions.  
 Knowledge acquisition is more important than ever for the American 
workforce.  Post industrial revolution, knowledge workers have increased in 
importance and now represent a significant portion of the workforce in the United 
States (Drucker, 1999).  Manual laborers, like factory workers who depended on 
assembly line machinery to produce economic output have been replaced with service 
workers whose primary value to a company is their knowledge (Drucker, 1999).  This 
is especially applicable to the hospitality industry where virtually all employees in the 
organization are service workers.  According to Drucker, in order to increase 
productivity, the knowledge worker must “continuously learn and continuously 
teach” (Drucker, 1999, p. 8). This continuous learning/teaching process typically 
takes place in organizations through the process of apprenticeship or mentoring by a 
more experienced worker, whether it be the employee’s supervisor or a co-worker 
that has more knowledge and experience.  In a community of practice, workers 
become more knowledgeable through their participation in the community.  An 
employer sponsored on-line social networking site could facilitate the process of 
mentoring by providing more opportunity for employees to interact with and learn 
from more experienced workers and workers at more senior levels in the 
organizational hierarchy.  
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1.4 Purpose (Research Objectives and Research Questions) 
 A company focused, on-line social networking site with the capability of 
posting comments, sharing pictures, posting videos, generating discussion threads, 
requesting friends, and acknowledging the comments of others can be a vehicle for 
creating a community of practice as defined by Lave and Wenger (1991).   According 
to Lave and Wenger (1991) learning takes place in a community of practice through 
increasing legitimate peripheral participation in the community rather than through an 
internalization of knowledge (Lave and Wenger, 1991).   Employees in an 
organization participating in on-line social networking can learn about the company 
and their coworkers through the social practice of interacting on the site.  Lave and 
Wenger (1991) argue that learning occurs, as participants advance from peripheral 
participation to becoming full members in a community through increasing practice.  
In order to advance to full participation members must be granted legitimacy.  One 
way legitimacy is granted is though sponsorship by a master.  In an organization this 
typically takes place through mentoring.  A company focused on-line social 
networking site could potentially increase the opportunities for employees within the 
organization to find compatible mentors, and for the members to publically endorse 
protégés giving them legitimacy in the organization.  
 Traditionally employees in an organization found mentors and communicated 
with their mentors primarily in face-to-face interactions.  This sometimes took place 
in general day-to-day business interactions or in social settings such as on the golf 
course, at luncheons or other employer sponsored settings.  With technological 
advancements, business communication has increasingly moved to computer-
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mediated forms.  E-mails have replaced some face-to-face interactions and workers 
have become increasingly comfortable with e-mail communication.  Indeed, much of 
the prior research done regarding on-line interaction was done when e-mails, chat 
rooms, text based Multi User Dimensions (MUDS), and virtual reality games were 
considered the common form of on-line communication.  As technology changes and 
behavior patterns of people using the technology changes, it becomes necessary to 
investigate these changes. This study will add to the current body of research by 
considering the workplace and by reviewing the social networking model as the 
specific form of on-line communication.  Social networking represents a relatively 
recent form of on-line communication that is more instantaneous then its predecessors 
and enables more personalized communication.  Can this form of communication 
improve employee job satisfaction and commitment to the company through 
improved mentoring relationships and social capital?  
  Social capital has been studied as an antecedent to job satisfaction (Requena,	  2003).	  	    This study seeks to explore what relationship if any participation in a 
company focused social networking site might have on social capital of the 
employees who participate on the site. Debates exist in the current body of literature 
surrounding the impact that on-line communities, in the form of the Internet, have on 
social capital.  While some researchers have found a decline in social capital 
associated with Internet usage (Kraut, Patterson, Lundmark, Kiesler, Mukophadhyay, 
Scherilis, 1998, Putnam, 1995), others have found positive impacts to social capital in 
the form of the associated increases in the number of weak ties (Haythornthwaite, 
2002; Wellman, 1999).  Granovetter (1983) argues that weak ties increase social 
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capital by providing access to resources outside the close circle of a person’s primary 
network by creating bridges to other networks that would normally not be accessible 
through strong ties. 
 At the same time, research has also shown a relationship between mentoring 
and organizational commitment (Hegstad, 1999; Rowland, 2011).  Other studies also 
found links between mentoring and job satisfaction (Lee & Montiel, 2011; May-
Chium, Ramayah, 2011) as well as social capital and job satisfaction (Requena, 
2003).  This study will explore what relationship if any on-line social networking has 
with the outcomes of company commitment, and job satisfaction through increased 
mentoring opportunities and increased social capital, to ascertain whether or not it is a 
useful tool for organizational communication. 
 In view of the above, this study will explore the following questions:	  	  
1.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  employee	  commitment	  to	  the	  
organization?	  	  	  
	  
2.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  job	  satisfaction?	  	  	  
3.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  Social	  Capital?	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CHAPTER 2 REVIEW OF THE LITERATURE 
 
2.1  Introduction 
  
Chapter two explores the theoretical framework for this study by 
incorporating the relevant research and theories that are key sources for 
understanding the topic and the research questions that emerged.  This literature 
review defines and analyzes the foundational theories of community of practice and 
social capital.  Literature concerning these theories along with research that explores 
the relationships that link apprenticeship in the context of mentoring, social capital, 
job satisfaction and company commitment will be explored to assess the efficacy of 
using an on-line social networking site in the workplace for employee 
communication. This foundational material will provide perspectives with regard to 
key factors that exist in communities mediated by an on-line social networking site 
with characteristics similar to Facebook.  
This chapter has been organized into the following sections: community of 
practice, social capital, social networking, job satisfaction, and company 
commitment.  The research questions are situated within these topics by exploring 
potential relationships between mentoring and building social capital in an on-line 
community of practice and enhancing positive feelings towards an employer through 
employee job satisfaction and employee commitment to the organization.  
 
2.2 Community of Practice  
 
 According to Wenger (1998) a “community of practice” is an entity where the 
terms community and practice are constitutive of one another.  A community can 
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exist without a practice, such as a neighborhood in a city, and a practice can exist 
without a community like a child practicing scales on the piano.  A “community of 
practice” however, describes a situation where the practice of participating in the 
community forms a relation of “1) mutual engagement, 2) joint enterprise, and 3) 
shared repertoire”  (Wenger, 1998, p. 73) that constitutes the community of practice. 
  Mutual engagement does not occur simply because of belonging to a category 
or having a connection with other members, rather it occurs when members negotiate 
meaning with each other as they engage in activities in the community, organized 
around the work they are there to accomplish.  In the case of a claims processing 
department for example, the workers become mutually engaged as they work with 
each other (negotiate the meaning of their work and practices) in the process of 
handling claims.  They may each have diverse roles and responsibilities but each one 
also contributes to the task in order for it to be completed satisfactorily.  In a casino 
hotel, providing the customers with the hospitality experience generates mutual 
engagement.  A customer’s casino experience constitutes many employee interactions 
from arrival through departure.  For example, a customer may interact with the valet 
parking attendant, the doorman, a security guard, casino dealer, slot attendant, and a 
casino cashier.  Each of these employees contributes to the customer’s casino 
experience as they negotiate meaning with each other on what it takes to provide 
quality customer service to create a high quality customer experience.  
 Joint enterprise that is mutually negotiated is “the source of community 
coherence” (Wenger, 1998, p. 77).  Members in a community of practice are part of a 
broader context that extends beyond just the tasks at hand.  This broader context 
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constitutes the joint enterprise.  Employees in an organization, for instance are 
bonded in that they each are working in order to earn money to support their lives.  
They must work together to create the product or service that contributes to the 
company’s ability to generate revenue in order to pay employee wages.  In a claims 
processing office the joint enterprise is not simply the administrative disposition of 
the claims that bind workers together, it is the broader entity of the insurance 
company that creates the medical insurance service that customers are willing to pay 
for entrusting that claims will be paid, which in turn enables payment to the workers.  
This is the joint enterprise that binds members of the community together.  
 In his more recent work, Wenger refines this notion of joint enterprise 
describing habitats, which constitute all of the things, both biological and 
environmental, required for a community to exist (Wenger, et al., 2009).  Habitats 
provide places and support for the members of a community to experience joint 
enterprise.  Further, digital habitat defines the technology infrastructure needed to 
support the enterprise including tools, platform, features, and configuration. (Wenger, 
et al., 2009).  
  In a casino, the joint enterprise is the casino property with its own unique 
brand and mission to provide customers with a particular experience.  Revel a casino 
property located in Atlantic City, New Jersey, for example, seeks to provide 
customers with a “lifestyle experience”.  Employees in the organization from the 
valet attendant through the casino cashier must negotiate the meaning of exactly what 
a “lifestyle experience” is in order to provide that experience for the guests.  The 
employees negotiate meaning by interpreting the direction given from superiors who 
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are higher up in the levels of the organization as well as from observing the behavior 
and actions of coworkers   
 Shared repertoire includes the “routines, words, tools, ways of doing things, 
stories, gestures, symbols, genres, actions, or concepts that the community has 
produced or adopted in the course of its existence, and which have become part of the 
practice” (Wenger, 1998, p. 83).  The repertoire is ambiguous and becomes socially 
constructed through the negotiation of meaning.  Meaning is negotiated through 
shared histories of engagement of participants in a complex interplay of participation 
and reification.  Wenger (1998) explains that “in participation we recognize each 
other, in reification we project ourselves onto the world”  (p. 58).  The two must be in 
balance in order for successful communication to occur.  Too much participation can 
result in too little coordination and too much divergent understanding.  Furthermore, 
too much reification can result in a lack of relevant meaning.  In a casino organization 
where employees are not given any direction from management they will create their 
own ideas for what constitutes a quality customer experience. This will result in 
divergent service quality levels with no clear and distinctive brand.  If management 
gives too much direction (ie. reification) without empowering employees to interpret 
the direction, what may seem like a good idea in the board room where it is 
developed, may not be relevant at the point of customer contact on the casino floor.  
 Employees of a casino share a history of engagement that has evolved over 
time.  Revel’s concept of “lifestyle experience” for example is not something that was 
codified in one day and distributed to employees in a handout.  The idea was formed 
and shaped over time as the design of the property evolved and the executives 
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developed a strategic marketing plan that created the unique brand that is Revel.  The 
meaning of “lifestyle experience” was negotiated over and over again as employees 
interacted with each other. 
 An employer sponsored social networking site can be a digital habitat that 
facilitates a negotiation of meaning between management and employees through the 
mutual engagement in the community of practice potentially creating a shared 
understanding of the unique brand of the company.   With each interaction on the site 
the understanding of all participants can become more deeply internalized and 
enriched through the balance of reification and participation that is the shared 
repertoire between management and employees.   A deeper understanding and 
internalization of the company’s brand can enhance the ability of workers to provide 
better quality service to customers and advance the mission of the organization.  This 
research, therefore will seek to explore whether or not an on-line social networking 
site in an organization can become part of the shared repertoire of a community of 
practice facilitating more effective negotiation of meaning by employees in carrying 
out the mission of the company in a way that contributes to improved job satisfaction 
and commitment to the enterprise. 
  
 A.  Apprenticeship  
 The concept of apprenticeship is an important cornerstone in community of 
practice theory.  Newcomers in a community practice “peripheral” participation 
where they are exposed to the practice as an outsider. They observe and gain a sense 
of how the community operates by learning from more experienced members. In 
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order to become full members in a community of practice, newcomers must increase 
legitimacy in the perception of more senior members. Newcomers can gain 
legitimacy in several ways, one of which is through the sponsorship of a master.   
 In business organizations the concept of master/apprentice is typically referred 
to as Mentor/protégé.   Many scholars have attempted to codify the functions of 
mentoring over the years.  According to Kram (1988) a common set of functions that 
emerges from the work of (Clawson, 1979; Davis and Garrison, 1979; Kram 1980; 
Levinson et al., 1978; Missirian 1982; Schein, 1978; Phillips, 1982), can be 
categorized as Career Functions and Psychosocial Functions.  Career Functions 
include sponsorship, exposure and visibility, coaching, protection and challenging 
assignments.  More recently Bernard and Goodyear (2004) identified mentoring 
functions to include “assigning tasks, teaching the job, giving support and providing 
inspiration and advocacy” (Bernard & Goodyear 2004, p. 8).  Mentoring functions 
that are relevant to community of practice theory are those that are part of 
apprenticeship (i.e. sponsorship, coaching/teaching, along with exposure and 
visibility).   
 Mentoring has been associated with many positive outcomes in organizations 
including increased self-confidence of the protégé (Kram, 1988), increased job 
satisfaction and commitment (Chao, Watz, & Garnder, 1992; Mobley, Jaret, Marsh & 
Lim, 1994), and improved motivation, performance, commitment and retention 
(Fagenson-Eland, Marks and Amendola, 1997).  In large organizations it can be 
difficult for employees to find mentors and to nurture and enhance the relationship 
with their mentors.  An on-line social networking site can facilitate the identification 
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of prospective mentors because employees can seek out more senior employees who 
may be compatible with them.  It can also facilitate regular communication between 
mentor and protégé, which is necessary to nurture the relationship and may be 
difficult in large organizations with overworked employees and busy executives.  
 In an employer sponsored social networking site, mentoring in the context of 
community of practice can take place as employees engage with management or more 
experienced workers.  As they increase their participation on the social networking 
site through engaging with others, they could potentially increase their social capital.   
 Because the community of practice in this study relies on a digital habitat, 
another form of mentoring may emerge in the form of technology stewards.  
Technology stewards must be integral members of the community first, coupled with 
an understanding of the technology that is being used to facilitate practice in the 
community (Wenger et al., 2009).  These stewards may become mentors to 
community members in adapting to the use of the employer sponsored social 
networking site.  
 While the notion of technology stewards suggests a defined and permanent 
role of key individuals in the community, a more fluid conceptualization of the way 
community members adapt to technology through apprenticeship is referred to as a 
techne-mentor in the text Hanging Out, Messing Around, and Geeking out: Kids 
Living and Learning with New Media (Ito, Baumer, Bittanti, Boyd, Cody, Herr-
Stephenson, Horst, Lange, Mahendran, Martínez, Pascoe, Perkel, Robinson, Sims, 
and Tripp, 2009).  Rather than a few designated individuals mentoring others in the 
use of the technology for the whole community, techne-mentors influence others 
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through patterns of usage (Ito et al., 2009).  For instance, one person may share a 
unique way of using the technology with another who passes it along and so on.  
These influences come and go fluidly as community members interact with each other 
in the digital habitat.  
 
2.3  Social Capital  
 The term “social capital” was used to describe social benefits like good will, 
fellowship, and sympathy (Hanifan, 1916).  More recently however, social capital has 
been defined as the value of the actual or potential resources that can be mobilized 
from relationships of mutual acquaintance and recognition (Bourdieu, 1986).   These 
resources can be used to acquire personal benefits such as finding jobs or advancing 
careers (Burt, 1992; Fischer, 1977).   
 According to Putnam (2000), social capital has dual value.  It can have value 
to an individual “private good” or simultaneously to a community “public good” 
(Putnam, 2000).  Coleman (1998) concurs with this dual view of the value of social 
capital.  In the case of an individual, he argues that the value of social capital can be 
derived from outstanding “credit slips” that an individual accumulates from doing 
something for another with the expectation of reciprocation in the future (Coleman, 
1988).  While individual actors have varying amounts of outstanding credit slips, 
members of a group will benefit from the strong social capital of one of its members.  
He uses the example of a legislator that uses political favors to get legislation passed.  
All members of the legislative body, the community, benefit from the strong social 
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capital of one member.  Similarly, Nan Lin (1999) argues that the value of social 
capital lies in the expected returns from social relations. 
 According to Coleman (1998)  “Social capital is defined by its function” (p. 
98); the value is in the actions that are facilitated by the relationships among persons. 
He uses the example of a mother who feels her children are safer in Jerusalem than in 
her previous home in Detroit Michigan.  The feeling of safety comes from the social 
norm in Jerusalem where adults in the vicinity of children who are playing in an area 
will intervene to assist the children of others as needed.  No such norms exist in 
Detroit where people tend to keep to themselves.  This is a function of the social 
capital of the mothers in Jerusalem.  This also supports the dual value described by 
Putnam in that it has value to the individual mother in the increased safety of her 
child as well as value to society in the protection of children of the community 
(Coleman, 1998).  	   In	  his	  book	  “Bowling	  Alone”	  Robert	  Putnam	  (2000)	  documented	  a	  decline	  in	  social	  capital	  that	  has	  taken	  place	  over	  the	  last	  several	  decades	  as	  a	  result	  of	  declines	  in	  participation	  in	  groups	  such	  as	  bowling	  leagues,	  and	  declines	  in	  civic	  engagement	  like	  memberships	  in	  Parent	  Teacher	  Associations,	  Elks	  Clubs	  and	  voter	  participation.	  	  	  Furthermore,	  Putnam	  attributes	  this	  decline	  to	  many	  factors	  one	  of	  which	  is	  what	  he	  refers	  to	  as	  the	  electronic	  revolution	  and	  the	  privatization	  of	  entertainment.	  	  People	  spend	  more	  time	  in	  their	  homes	  watching	  TV	  and	  using	  other	  electronic	  devices	  than	  they	  do	  engaging	  with	  other	  people	  in	  social	  situations.	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   Although	  Putnam	  (2000)	  attributes	  the	  decline	  in	  social	  capital	  partially	  to	  the	  electronic	  revolution,	  he	  acknowledges	  the	  potential	  of	  the	  Internet	  to	  “enhance	  our	  ability	  to	  communicate…	  thus	  enhance	  community	  perhaps	  even	  dramatically.”(p.	  171).	  Clearly	  computer	  mediation	  enables	  many	  more	  members	  to	  interact	  with	  each	  other	  than	  traditional	  physical	  communities.	  	  	  Personal	  friend	  networks	  on	  Facebook	  can	  include	  as	  many	  as	  5,000	  friends.	  	  	  Putnam	  refers	  to	  this	  as	  virtual	  capital.	  	  The	  potential	  of	  reciprocating	  sympathy,	  help,	  fellowship,	  and	  good	  will	  among	  other	  benefits	  with	  a	  larger	  social	  network	  enabled	  by	  computerization	  can	  surely	  increase	  social	  capital.	  	  	  In	  this	  way,	  the	  Internet	  supplements	  social	  capital	  “by	  extending	  existing	  levels	  of	  face	  to	  face	  and	  telephone	  contact”	  (Wellman,	  Haase,	  Witte	  &	  Hampton,	  2001).	  	   Nan	  Lin	  (1999)	  argues	  against	  Putnam’s	  position	  that	  social	  capital	  has	  declined	  over	  the	  years.	  	  	  Nan	  Lin	  proposes	  that	  the	  increase	  in	  prominence	  of	  on-­‐line	  social	  networks,	  which	  he	  refers	  to	  as	  “cyber	  networks”,	  is	  causing	  a	  revolution	  in	  capital	  acquisition.	  	  He	  predicts	  that	  social	  capital	  will	  surpass	  personal	  capital	  in	  significance	  because	  of	  the	  facilitation	  of	  networking	  made	  possible	  by	  the	  Internet.	  	  
 Social capital in an organization can have individual value in that it helps 
workers to accumulate “credit slips” or favors that may be called in when needed.  
Workers in one department who depend on workers in other departments in order to 
do their job successfully can mobilize social capital to accomplish things that workers 
without strong connections cannot.  In a casino for example, premium level casino 
hosts are often paid commission on new players they attract to the property.  A casino 
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host who has a connection with a slot attendant may be alerted to first time players 
gaming on the casino floor.  The casino host could then approach this customer and 
get credit for signing him or her up as a new player.  This would give that particular 
casino host an advantage over other hosts with no slot attendant connections because 
he or she could build his or her player base without a lot of effort.  Another way in 
which social capital has individual value in an organization is that it can also lead to 
individual promotion into higher positions in the organization.  This may take place 
either through mentoring or through reciprocation of favors done by subordinates for 
superiors. For example, if a department manager depends on one employee to assist 
him in preparing professional quality spreadsheets and reports to be given to top 
management, when it comes time to promote someone, he may choose the employee 
who has helped him as a way to reciprocate.  
 The community value of social capital is perhaps the most important from an 
organizational perspective. One example of the community value of social capital is 
information sharing.  When employees in a hospitality organization like a casino 
share information, they are better able to handle customer issues.  Acquiring 
information can take large amounts of time and effort.  This time and effort can be 
reduced however by increased social capital (Coleman 1988, Katz & Lazarsfeld, 
1955). Social capital can facilitate information sharing, as it indicates the availability 
of supportive resources available in a community.  One example cited by Coleman is 
a person who does not care to read the newspaper but likes to be up to date on current 
events can depend on a spouse or friend to discuss what they have read.   
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   Pierre	  Levy	  believed	  that	  computerization	  could	  provide	  us	  with	  the	  means	  to	  revolutionize	  knowledge	  sharing	  to	  “promote	  the	  construction	  of	  intelligent	  communities	  in	  which	  our	  social	  and	  cognitive	  potential	  can	  be	  mutually	  developed	  and	  enhanced”	  (Levy	  translated	  by	  Bononno,	  1997,	  p.	  17).	  	  	  His	  vision	  was	  that	  knowledge	  spaces	  could	  be	  built	  like	  a	  patch-­‐work	  quilt	  with	  each	  person	  contributing	  small	  bits	  of	  knowledge	  making	  the	  sum	  of	  its	  parts	  more	  intelligent.	  	  The	  knowledge	  sharing	  described	  by	  Levy	  is	  in	  effect	  a	  community	  of	  practice.	  	  The	  volume	  of	  contributions	  that	  is	  enabled	  by	  an	  on-­‐line	  social	  networking	  site	  enhances	  the	  efficacy	  of	  the	  collective	  intelligence	  space	  thus	  increasing	  the	  transformative	  power	  of	  a	  company	  focused	  on-­‐line	  social	  networking	  site	  that	  becomes	  a	  community	  of	  practice.	  	  
 Putnam (2000) differentiates between two types of social capital that affect 
the public good, bridging social capital and bonding social capital.  According to 
Putnam (2000), bonding social capital creates strong in-group loyalty that provides a 
support system for weaker members of the group. In an organization, increases in 
bonding social capital could help to strengthen an employee’s commitment to the 
company.  As employees increase their bonding social capital within the organization 
they may come to depend on this support system and enjoy the benefits that they 
acquire by being part of the group.  
 Bridging social capital extends the reach of a network giving its members 
access to assets previously unavailable.  In a hierarchical organization like a casino 
hotel, employees are often specialists completing narrowly focused tasks with a 
specific purpose.  A casino dealer for example spends most of his or her day at the 
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gaming table without interacting with other employees.  This can limit his or her 
access to resources that employees and managers in other departments may provide.  
The human resources department offers many employee benefits that workers can 
take advantage of if they are aware of them.  Participating in an on-line social 
network may increase bridging social capital by connecting isolated employees to 
employees in other departments that can provide benefits.   Employees who are able 
to access additional benefits because of increased bridging social capital many 
experience greater job satisfaction.  
 This study will explore whether or not participation in an on-line social 
networking site increases both bonding and bridging social capital. 
III. Social Networking  
 Long before such feature rich technologies as Facebook existed on the 
Internet, scholars debated the value of on-line communication and its contribution to 
building community.  These debates	  center	  around	  whether	  or	  not	  computer	  mediated	  engagement	  creates	  strong	  community	  ties	  or	  weakens	  them	  and	  whether	  or	  not	  the	  community	  that	  is	  created	  on-­‐line	  is	  authentic.	  	  	   Participation	  in	  an	  on-­‐line	  social	  networking	  site	  clearly	  enables	  an	  increase	  in	  the	  number	  of	  interactions	  a	  person	  can	  have	  within	  a	  given	  community	  because	  of	  the	  rapidity	  with	  which	  community	  members	  can	  interact.	  	  A	  person	  can	  send	  hundreds	  of	  instant	  messages	  to	  members	  of	  a	  community	  in	  a	  short	  period	  of	  time	  even	  if	  they	  are	  spread	  apart	  geographically.	  	  Without	  the	  aid	  of	  technology	  however,	  they	  could	  only	  physically	  visit	  with	  a	  few	  community	  members	  in	  the	  same	  time	  period.	  	  Additionally	  a	  person	  can	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post	  one	  message	  on	  his	  or	  her	  wall	  on	  a	  social	  networking	  site	  and	  it	  is	  instantly	  visible	  to	  his	  or	  her	  entire	  friend	  list,	  (ie.	  the	  community)	  because	  it	  appears	  on	  each	  friend’s	  newsfeed.	  	  Friends	  viewing	  the	  newsfeed	  can	  quickly	  scroll	  down	  to	  view	  the	  posts	  of	  all	  other	  friends	  in	  their	  on-­‐line	  community	  on	  the	  social	  networking	  site.	  	  	  	   	  	  	   On	  one	  side	  of	  this	  debate	  is	  what	  Robert	  Kraut	  documented	  as	  the	  Internet	  Paradox	   (Kraut, Patterson, Lundmark, Kiesler, Mukophadhyay, and 
Scherlis, 1998).	  	  He	  argued	  that	  even	  though	  the	  Internet	  is	  a	  social	  technology,	  it	  has	  been	  associated	  with	  declines	  in	  social	  involvement.	  	  He	  attributes	  this	  phenomenon	  to	  the	  idea	  that	  people	  are	  replacing	  fewer	  strong	  ties	  with	  many	  weaker	  ones.	  He	  contends	  that	  the	  more	  time	  people	  spend	  interacting	  on-­‐line,	  the	  less	  time	  they	  spend	  engaging	  in	  social	  activities.	  	  Kraut’s	  work	  focuses	  on	  psychological	  well-­‐being	  that	  results	  from	  social	  interaction.	  	  He	  defines	  strong	  ties	  as	  those	  associated	  with	  deep	  feelings	  of	  affection	  and	  obligation	  and	  weak	  ties	  as	  superficial	  and	  easily	  broken	  (Kraut	  et	  al.,	  1998,	  p.	  6).	  	  Furthermore,	  Kraut	  argues	  that	  strong	  ties	  are	  superior	  because	  they	  provide	  people	  with	  greater	  emotional	  support	  and	  buffer	  people	  from	  life	  stresses.	  	  His	  research	  supported	  an	  association	  between	  increased	  Internet	  usage	  and	  declines	  in	  social	  involvement.	  	  	   Sherry	  Turkle	  (2011)	  concurs	  with	  Kraut	  that	  on-­‐line	  communication	  can	  result	  in	  replacing	  strong	  ties	  with	  weaker	  ones.	  	  She	  argues	  that,	  “The	  ties	  we	  form	  through	  the	  Internet	  are	  not	  in	  the	  end,	  the	  ties	  that	  bind.	  	  But	  they	  are	  the	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ties	  that	  preoccupy”	  (Turkle,	  2011,	  p.	  280).	  	  Turkle	  explains	  how	  even	  when	  we	  are	  together	  at	  family	  gatherings,	  we	  are	  distracted	  by	  texts	  and	  e-­‐mails	  on	  our	  personal	  communication	  devices.	  	  She	  describes	  “post-­‐familial	  families”	  where	  members	  are	  alone	  together,	  each	  one	  is	  in	  the	  privacy	  of	  his	  or	  her	  own	  room,	  communicating	  with	  each	  other	  on-­‐line	  (Turkle,	  2011).	  	  	  	  	   Do	  weaker	  ties	  reduce	  the	  quality	  of	  interactions	  and	  lessen	  the	  impact	  of	  communities	  of	  practice?	  Not	  necessarily.	  While	  Kraut	  argues	  that	  the	  ties	  are	  weaker	  he	  acknowledges	  that	  even	  weak	  ties	  are	  effective	  in	  connecting	  people	  with	  information	  and	  social	  resources	  that	  would	  not	  be	  accessible	  without	  the	  Internet	  (Kraut	  et	  al.,	  1998).	  	  	  He	  concurs	  with	  Granovetter’s	  position	  that	  weak	  ties	  can	  act	  as	  bridges	  connecting	  homogeneous	  groups	  with	  other	  groups	  with	  different	  characteristics	  thus	  different	  resources	  available	  (Granovetter,	  1973).	  	  These	  resources	  are	  valuable	  and	  having	  access	  to	  them	  increases	  social	  capital.	  	  	  In	  this	  way	  the	  Internet	  is	  useful	  in	  maintaining	  social	  ties	  (Koku,	  Nazar,	  &	  Wellman,	  2001).	  	  Nan	  Lin	  supports	  the	  theory	  of	  the	  value	  of	  weak	  ties	  and	  describes	  the	  role	  these	  ties	  play	  in	  reaching	  higher	  levels	  of	  status	  attainment	  by	  communicating	  up	  to	  actors	  at	  higher	  levels	  in	  the	  organizational	  hierarchy	  (Lin,	  1999).	  	  As	  long	  as	  people	  are	  engaging	  in	  the	  practice	  of	  accessing	  information	  in	  a	  community	  regularly,	  even	  though	  the	  ties	  they	  form	  might	  not	  be	  emotionally	  strong,	  those	  ties	  have	  significant	  value	  in	  increasing	  social	  capital.	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 Another debate concerning on-line communities is whether or not the 
community is authentic.  While Rheingold (1993, 2000) describes the Internet as 
“The Well” and   contends that communicating with people through the well creates 
an authentic community, other scholars argue that it is only a pseudo community with 
only the appearance of social bonding, creating an imagined community. (Calhoun, 
1991; Jones, 1995; McClellan, 1994; Parks & Floyd, 1996). 
  Some scholars go so far as to argue that the on-line interaction actually 
degrades community (Turkle, 2011).  (Kraut, Patterson, Lundmark, Kiesler, 
Mukophadhyay, and Scherlis, 1998) describe the Internet paradox: A social 
technology that reduces social involvement and psychological well-being?”  
Rheingold (1993) points out that the Kraut study however, was flawed in sampling 
and method of testing satisfaction.  
 These scholars argue about whether or not face-to-face interaction is better in 
strengthening the community bond than on-line interaction.  In the case of on-line 
social networking in an organization one could debate whether or not face to face 
social networking that might take place in a physical community space like a cafeteria 
or employee lounge is better in strengthening the community bond than on-line social 
networking in the employer sponsored, on-line social networking site.   In the 
business world and/or large corporations however, face-to-face interaction between 
certain employees often is not feasible or practical.  Although some diligent 
executives and managers make a conscious effort to visit community areas and 
interact with employees many stay in their offices or only have time for a working 
lunch with a colleague. In this case the debate/question is whether or not interaction 
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in an on-line social networking site is better at strengthening the community bond 
then no interaction or than written interaction in employee newsletters and traditional 
methods of communicating with employees.  
 
 
2.4 Job Satisfaction  
 Job satisfaction is perhaps the most studied aspect of organizational behavior.  
It is of interest to both scholars and practitioners alike.  Managers in an organization 
hope that employees are satisfied with their jobs both from a humanitarian 
perspective and a utilitarian perspective (Spector, 1997).   It is humane for workers to 
be treated with respect and concern for their well-being.  Caring managers hope to 
create a positive work experience for employees in which they are satisfied with their 
jobs because it is morally right.  From a utilitarian perspective, mangers hope that 
satisfied employees will perform better ultimately leading to more positive financial 
results for the organization.  
 Many facets of a job contribute to overall job satisfaction and workers can 
have varying levels of satisfaction with each facet.  According to Specter, four facets 
that are frequently studied are “rewards, co-workers and supervisors, the nature of the 
work and the organization” (Spector, 1997, p. 3).   Subcategories within the four 
subgroups are “appreciation, communication, co-workers, fringe benefits, job 
conditions, nature of the work itself, organization itself, organizations policies and 
procedures, pay, personal growth, promotion opportunities, recognition, security, 
supervision” (Specter, 1997, p. 3).  
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 Although it is a commonly held belief that satisfied employees perform better 
on the job, there is little empirical evidence to support a strong correlation (Spector, 
1997).  A stronger correlation has actually been found that job satisfaction is the 
result of good job performance (Spector, 1997).  However, research has shown a 
relationship between social capital and job satisfaction (Ahmadi, Ahmadi, Zandieh, 
2011; Requena, 2002).  Although both studies show that the primary link between 
social capital and job satisfaction is through the trust variable, Requena’s study 
reported a strong correlation between job satisfactions and relationships, 
commitment, communication and influence.  
 In an employer sponsored social networking site, employees may build social 
capital through interacting on the site with higher-level employees.  The social 
networking site provides a vehicle for this interaction, which might not otherwise be 
available.   Employees increase their social capital through the ties they form with the 
higher-level employees who enjoy greater status and influence in the organization.   
 Employee satisfaction can also be improved through the information sharing 
capability provided by the social networking site.  It is easy to post videos, photos, 
and comment on the site in real time so employees can get information much quicker 
than traditional models of communication like newsletters and bulleting boards.  
 
V.  Commitment  
 Definitions of organizational commitment are numerous in the body of 
research on the subject.  For purposes of this study, commitment is defined as the 
strength of an individual’s feelings of identification with the organization. Defined by 
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Mowday, Steers and Porter (1979), commitment is characterized by three related 
factors including: 
1. A strong belief in and acceptance of the organizations goals and values 
2. A willingness to exert considerable effort on the behalf of the organization  
3. A strong desire to maintain memberships in the organization.  
 
 Debates exist on whether or not commitment is related to positive 
organizational outcomes or negative ones. Commitment has been associated with the 
positive outcome of reduced absenteeism and turnover along with higher productivity 
(Meyer & Allen, 1997).   Conversely it has been associated with a “lack of 
organizational flexibility, innovation, and adaptability” (Randall, 1987, p. 462).   
These debates are sometimes related to the type of socialization that newcomers to an 
organization experience.  Formal, regimented institutionalized training programs have 
been linked to reduced innovation and flexibility (Allen & Meyer, 1990).  Allen and 
Meyer argue that employees being socialized into an organization through these types 
of formalized programs become isolated rather than integrated and their exposure to 
situations and responses becomes narrower.  Filstad found no relationship between 
formalized training and organizational commitment (Filstad, 2011). She found 
however, a significant relationship between affective commitment and an 
organization providing newcomers with role models and enabling them to interact 
socially with more established colleagues.   The social interaction described by 
Filstad is more informal in nature.  
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 An on-line company focused social networking site is an informal vehicle for 
socializing newcomers into an organization.  The posts of employees and managers 
on the site are free flowing and uncontrolled.  Employees participating in the social 
networking site have increased access to interact socially with more established 
colleagues. This could potentially be related to increased commitment to the 
organization.  
 In conclusion, the literature revealed that mentoring in the workplace has been 
associated with many positive outcomes in organizations including job satisfaction 
and commitment.  It also revealed that job satisfaction is enhanced when job 
performance is good.  One way that mentoring contributes to employees performing 
well on the job is through the learning that the protégée experiences from interacting 
with his or her mentor. This type of learning takes place in communities of practice 
through the process of apprentices learning from more experienced participants in the 
community.  The literature review also revealed that social capital contributes to 
improved job performance through information sharing and access to resources that 
would not otherwise be available to employees.  Questions remain however 
concerning whether or not participation in an on-line social networking site increases 
social capital, job satisfaction, and commitment to the organization. 
 
 
 
 
	  
	  
	  	  
33	  
CHAPTER	  3	  RESEARCH	  METHODS	  	  3.1	  Approach	  	  
	  	   This	  study	  seeks	  to	  explore	  the	  efficacy	  of	  using	  a	  company	  focused	  on-­‐line	  social	  networking	  site	  to	  improve	  communication	  in	  an	  organization	  by	  facilitating	  the	  development	  of	  a	  community	  of	  practice.	   It used a quasi 
experimental approach to evaluate whether or not a relationship existed between 
participation in the on-line social networking site and employee job satisfaction, 
commitment to the company, and social capital. The experiment employed a mixed 
method research approach, analyzing both quantitative and qualitative data.  The 
experiment was performed as a field experiment in an existing casino hotel with 
management approval and cooperation.  
 Experimental approaches are typically most effective in hypothesis testing 
where a cause and effect explanation is sought (Baxter & Babbie, 2003).  In order to 
prove a cause and effect relationship however, a study must be able to show that “an 
observed correlation between two variables cannot be explained in terms of some 
third variable related to both of them” (Baxter & Babbie, 2003, p. 53).  This 
experiment was conducted in a fully operating casino hotel over an extended period 
of time.  It was impossible to control for all variables that could potentially impact the 
research variable.  Although this study did not attempt to prove causality it sought to 
show a relationship between independent variables and dependent variables after the 
application of a specific treatment (i.e. the implementation of a social networking 
site).   An experiment with pre and post observations is the most effective way to test 
this type of hypothesis.  
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3.2  Design  
    Randomized Control Group Pretest – Posttest Design 
Group                                    Pretest                     Treatment                            
Posttest  
Experimental Group (R)*          P1             Participation in Social Network            P2 
Control Group (R)                     N1             Asked not to Participate                        N2   
 
 A Social Networking site was developed specifically for the casino hotel 
where the experiment was conducted.  The site contained the following features 
similar to those on the popular social networking site Facebook.  Employees were 
able to  
1. Create a profile including a personalized picture and various personal 
information including job title, birthday, hobbies, favorite movies, favorite 
books, favorite quotations, and favorite restaurants.  Employees may enter 
all or none of those items.            
2. Post Photos  
3. Post Videos  
4. Post Status Updates  
5. Like the posts of other members  
6. Request Friends  
7. Approve Friend Requests  
8. View the profiles of other members  
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9. Join Private groups 
 Prior to implementing the social networking site a pre survey designed to 
measure employee job satisfaction, company commitment, and knowledge of 
company happenings was distributed to both the research group and the control 
group.  Employees in the research group were asked to complete the pre-survey, and 
to  agree to participate on the social networking site for a period of six-months, then 
complete a post survey.   Employees in the control group were asked to complete the 
pre-survey, and to abstain from participating on the social networking site, then 
complete the post survey after a period of roughly nine months.   
 
3.3  Participants  
 The casino hotel where the experiment was conducted employed 1,948 
employees.  The structure of the organization was a traditional hierarchy with the 
largest share of employees at the line level and decreasing numbers of employees in 
each management rank, with only a very small number of employees at the top of the 
organization.  350 employees were assigned to the experimental group and 350 
employees were assigned to the control group.  Employees were randomly selected 
from the total population and randomly assigned to each group without regard to level 
within the organization.  
 A representative from the casino’s Information Technology Department ran a 
computer program using a random number generator to select the employees and 
assign them into each group.  Each employee was assigned a control number. 
 
	  	  
36	  
3.4  Data Collection  
 The pre and post survey were handled anonymously but with a control number 
so that pre and post surveys could be compared.  To ensure anonymity any company 
representative that had access to the employee name and control number never saw 
the completed surveys.  Conversely, the researcher who saw the completed surveys 
never saw the names associated with the control numbers on the surveys.    
 The Information Technology representative prepared two printed lists, one 
containing the names and assigned control numbers of the employees in the research 
group and one containing the names and assigned control numbers of the employees 
in the control group.   The lists were distributed to the payroll department for 
preparing the packets and distributing them to employees with the weekly paychecks.  
Employees in the research group were given a packet that contained the pre-survey 
coded with a control number and designated with a “P”, along with an explanation of 
the research project, and instructions explaining how to participate on the site.  
Employees in the control group were given a packet that contained the pre-survey 
coded with a control number and designated with an “N” along with an explanation of 
the research project, and a request that they not participate on the site. Both groups of 
employees were instructed to deposit completed surveys into a locked bin in the 
employee cafeteria.  A human resources representative who did not have access to the 
corresponding employee names collected the surveys.  The completed surveys were 
distributed to the researcher.   
 Informed consent was provided to participating employees within the 
instructions sent with the surveys as specified in the approved Internal Review Board 
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procedures.  See Appendix F for instructions to the control group and Appendix G for 
instructions to the research group.  Additionally a paragraph was included in the 
Terms of Use Section of the social networking site. See Appendix H.  
 The post survey was also completed anonymously.  It was distributed to all 
employees who completed the pre survey after a period of nine months.  The 
researcher sent a list of all control numbers that were received during the pre-survey 
to the IT representative at the casino hotel.  The IT representative obtained the names 
of the employees and prepared packets containing the post survey that were 
distributed to employees.  The packets were distributed to employees through their 
respective department heads. Employees were instructed to deposit the completed 
surveys in the locked bin in the employee cafeteria.  The completed surveys were 
collected from the bin by a Human Resources Representative and given to the 
researcher.  
 An incentive for employees to complete the survey was one entry into a 
drawing for an Apple I Pad that was awarded after completion of the post survey.  
Only employees who had completed both the pre and post survey were eligible for the 
drawing.  The drawing took place in the employee cafeteria.  The control numbers for 
all participants that had completed both surveys were written on an index card and 
deposited into a container.  The Vice President of Human Resources drew the winner 
and had the IT representative obtain the corresponding name.  The employee was 
presented with a brand new Apple I Pad.  
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3.5 Instruments and Measures  
 The pre and post survey were designed to measure job satisfaction, employee 
commitment, knowledge of company happenings, and social capital. The survey 
questionnaires were customized using selected questions from tested instruments.  
  
A.  Job Satisfaction 
 Questions concerning job satisfaction were taken from the Paul E. Specter Job 
satisfaction survey (Specter, 1997). According to Specter, four facets that are 
frequently studied are “rewards, co-workers and supervisors, the nature of the work 
and the organization” (Spector, 1997,  p. 3).   Subcategories within the four subgroups 
are “appreciation, communication, co-workers, fringe benefits, job conditions, nature 
of the work itself, organization itself, organizations policies and procedures, pay, 
personal growth, promotion opportunities, recognition, security, supervision” 
(Specter, 1997, p.3).  For purposes of this study, questions were selected from the 
subcategories in the areas of appreciation, communication, co-workers, and 
supervisors.  See Appendix A, B and C. The subcategories selected are the ones that 
could plausibly be related to participation on a social networking site.  For example, 
one subcategory on the Spector survey is fringe benefits.  Although fringe benefits are 
related to job satisfaction, fringe benefits are determined by the employer and not 
likely to be related to employee participation on a social networking site.  Conversely 
feelings toward co-workers and supervisors could potentially be altered after 
interacting with them on the social networking site.  Satisfaction with communication 
could potentially be altered if employees found the experience of interacting on the 
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site to improve or impede effective communication.  Finally employee satisfaction 
with rewards and appreciation could be affected if supervisors chose to recognize 
employee achievements on the site.  Of the subcategories that were selected, all of the 
questions from the Spector survey that were related to that subcategory are included 
on the survey. The full survey instrument is available in the text (Specter, 1997, p. 
75).  
 The Paul E. Spector job satisfaction survey (JSS) has been validated by a 
study that compared the results of the JSS to the results of two previously validated 
instruments on the same group of employees.  The results showed a high degree of 
correlation  (Specter, 1997, p. 11). The correlations in this study ranged from .61 for 
coworkers to .80 for supervision (Specter, 1997, p. 11).  Internal reliability estimates 
from a sample of 3,067 survey respondents was mostly favorable.  Coefficient alphas 
ranged from .60 for co-workers to .91 for the total scale.  The coefficient alphas for 
all subcategories were above the minimum standard of .70 except for co-workers and 
operating procedures, which were .60 and .62 respectively.  See appendix J.  Scholars 
in job satisfaction literature frequently site the survey and Paul E. Spector’s work.  
 B. Commitment   
 To measure organizational commitment questions were selected from the 
Mowday, Steers, and Porter Organizational Commitment Questionnaire (Mowday, 
Steers, and Porter, 1979).  Only four questions were selected in order to keep the 
number of survey questions below twenty-five.  The questions that were selected 
were those that seemed most relevant for the organization where the experiment is 
being conducted.  See appendix A, B and C.  The selected casino hotel has been in 
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operation since 1979 with many employees that have worked there from the opening 
day.  The question “deciding to work for this organization was a definite mistake on 
my part” from the Mowday, Steers, and Porter survey, for instance would not be as 
relevant as “I really care about the fate of this organization,” which is question 17 on 
the survey.  Caring about the organization is relevant to an organization regardless of 
the amount of time employees have worked there and it is an outcome that could 
potentially be impacted by the employee’s feelings of belonging or feelings of not 
belonging after participating on the site.  The other three questions that were chosen 
related to employee pride, employees willingness to put forth effort, and employees 
willingness to “talk up” the organization to friends. Each of these questions is also 
relevant to an organization regardless of the amount of time it has been in operation 
and each may be affected by employee participation on the site.  
 Five questions were prepared asking employees trivia questions about current 
happenings at the casino hotel.  For example, one questions is “What show is 
appearing in the show room in the month of September”?  The questions are about 
aspects that would be important for employees to know in order to provide good 
customer service and they are things that would normally be communicated to 
employees using traditional employee communication tools like newsletters, bulletin 
boards and flyers.  Appendix A includes the pre-survey for both the research group 
and the control group.  
 The post survey for the control group included one additional question to see 
if employees participated on the site despite instructions to abstain from participating.  
See appendix B.  
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 The Mowday, Steers and Porter Organizational Commitment Questionnaire, 
(OCQ) has been validated by a study in which “2,563 employees working in a variety 
of jobs in nine different work organizations” were surveyed (Mowday, Steers, & 
Porter, 1979, p. 230).  The alpha coefficients for each of the nine different work 
organizations ranged from .82 for psychiatric technicians to .90 for public employees, 
university employees and telephone company employees.  All were all well over the 
minimum standard of .70.  See appendix I for specifics.  Additional details of the 
validation procedure are available in the previously cited journal article.  Both the 
OCQ and the work of Mowday, Steers and Porter on organizational commitment are 
frequently sited in the literature on job commitment.  
 C. Social Capital  
 The post survey for the experimental group contained additional questions 
about the employees’ participation on the site.  These questions were designed to 
measure social capital. See appendix C, questions 53 - 59.  These questions were 
structured in such a way to gain information about the relationships formed between 
employees participating on the site and the strength of their friendship ties.  The 
purpose of the questions was to assess the number of new friends met on-line, how 
many of those on line interactions lead to face-to-face interaction, and to evaluate the 
strength of the friendships formed compared to those formed off line. 
              D.  Network Structure  	   Social	  Capital	  was	  also	  measured	  by	  evaluating	  the	  structure	  of	  the	  network	  using	  the	  computer	  application	  UCINET.	  A	  review	  of	  number	  of	  friends	  and	  friendship	  ties	  was	  used	  to	  measure	  network	  density.	  	  The	  density	  of	  the	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network	  impacts	  how	  easy	  it	  is	  to	  mobilize	  resources	  within	  the	  network.	  	  Centrality	  of	  the	  actors	  was	  assessed	  by	  reviewing	  the	  number	  of	  friendship	  ties	  of	  each	  individual	  in	  the	  network.	  	  This	  information	  was	  used	  to	  evaluate	  the	  power	  of	  individual	  actors	  in	  the	  network	  to	  influence	  others.	  	  This	  is	  an	  important	  measure	  of	  how	  information	  can	  flow	  freely	  through	  the	  network	  or	  become	  blocked	  by	  an	  actor	  who	  is	  in	  a	  strategic	  position.	  	  Finally,	  an	  analysis	  of	  cliques	  will	  be	  used	  to	  understand	  the	  potential	  for	  information	  sharing	  between	  groups	  of	  employees.	  	  For	  example,	  employee	  groups	  that	  overlap	  with	  each	  other,	  having	  members	  that	  are	  associated	  with	  multiple	  groups,	  have	  the	  potential	  to	  share	  information	  more	  rapidly	  than	  groups	  that	  are	  closed	  with	  members	  who	  do	  not	  interact	  with	  other	  groups.	  	  	   On-­‐line	  social	  networking	  sites	  like	  Facebook,	  Twitter,	  You	  Tube	  and	  others	  have	  provided	  researchers	  with	  a	  rich	  mechanism	  that	  can	  be	  used	  to	  evaluate	  the	  structure	  of	  social	  networks.	  	  Information	  about	  friendship	  ties	  is	  readily	  available	  by	  reviewing	  the	  network	  on	  line	  and	  directly	  observing	  the	  friends	  of	  each	  network	  participant.	  	  By	  mimicking	  the	  structure	  of	  Facebook,	  the	  social	  network	  that	  was	  used	  in	  this	  study	  had	  similar	  ease	  of	  observation.	  	  	  
 E.  Mentoring  
 Understanding the potential for the on-line social networking site to improve 
mentoring opportunities for employees is important in order to assess whether or not 
the site has become a functioning community of practice.  Mentoring relationships 
need time to develop between mentor and protégé so it will be difficult to assess 
during the test period.  Including closed ended questions on the survey instruments 
	  	  
43	  
may not provide an accurate result because enough time will not have elapsed in 
order for these mentor/protégé relationships to form.  Instead, post participation 
qualitative interviews were conducted to assess employees and management’s 
perception of the potential for the on-line social networking site to provide mentoring 
opportunities.  Open-ended questions were asked in the interviews regarding 
employee’s feelings about the importance of mentoring as well as their thoughts 
about the on-line social networking site as a vehicle to enhance mentoring 
opportunities.  See appendix D.   
F. Qualitative Data  
 Post participation qualitative data was obtained through a small number of 
interviews of a randomly selected list of employees from the research group who 
completed the post survey. The	  researcher	  recorded	  the	  interviews	  with	  the	  permission	  of	  the	  interviewees.	  	  The	  recorded	  transcripts	  were	  reviewed	  and	  coded	  to	  identify	  trends	  or	  themes	  in	  the	  responses.	  The	  following	  procedure	  was	  used	  to	  identify	  who	  was	  interviewed	  and	  how	  the	  data	  will	  be	  collected.	  	  	   The	  list	  of	  control	  numbers	  of	  employees	  who	  completed	  the	  post	  survey	  was	  prepared.	  	  The	  following	  on-­‐line	  randomizer	  was	  	  used	  to	  select	  the	  40	  random	  numbers,	  in	  random	  order	  from	  the	  set	  of	  numbers	  of	  participants	  http://www.randomizer.org/form.htm/	  	  The	  30	  control	  numbers	  that	  are	  in	  the	  positions	  of	  the	  first	  30	  random	  numbers	  selected	  were	  called	  to	  be	  interviewed.	  	  For	  example,	  if	  the	  number	  nine	  was	  one	  of	  the	  random	  numbers	  selected,	  then	  the	  control	  number	  in	  the	  ninth	  position	  on	  the	  list	  was	  one	  of	  the	  employees	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that	  were	  called	  for	  an	  interview.	  The	  bottom	  10	  were	  selected	  as	  alternates	  in	  the	  event	  that	  any	  of	  the	  30	  are	  no	  longer	  with	  the	  company.	  	  	  	   Additionally,	  a	  random	  sample	  of	  Directors	  and	  above	  was	  selected	  to	  be	  interviewed	  to	  learn	  about	  their	  experience	  with	  the	  site.	  	  Management	  participation	  on	  the	  social	  networking	  site	  is	  important	  to	  generate	  interest	  in	  the	  site	  and	  to	  enhance	  the	  flow	  of	  important	  information	  to	  employees.	  	  The	  purpose	  of	  these	  interviews	  was	  to	  evaluate	  the	  participation	  of	  management	  reviewing	  why	  they	  did	  or	  did	  not	  become	  active	  on	  the	  site.	  	  A	  list	  of	  directors	  and	  above	  was	  obtained,	  and	  then	  the	  randomizer	  was	  used	  to	  select	  fifteen	  numbers.	  	  The	  directors	  whose	  names	  were	  listed	  in	  the	  position	  of	  the	  randomly	  selected	  numbers	  were	  called	  for	  an	  interview.	  	  Shown	  in	  Appendix	  D	  is	  a	  list	  of	  interview	  questions	  that	  was	  asked	  during	  the	  qualitative	  interviews.	  	  	   	  	  
VI.  Data Analysis  
 The research model in Appendix E includes the variables that were analyzed 
to establish what relationships if any exist between the independent variables and the 
dependent variables.  
Independent	  Variables:	  	  
• Use	  of	  social	  networking	  site	  –	  Was	  measured	  by	  a	  review	  of	  site	  statistics	  and	  questions	  25,	  26,	  and	  27	  on	  the	  post	  survey	  of	  the	  research	  group.	  	  
• Demographic	  data	  -­‐	  This	  data	  was	  collected	  from	  the	  employee	  database	  at	  the	  time	  of	  the	  random	  selection	  of	  employees.	  	  
Dependent	  Variables:	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• Employee	  Commitment	  –	  Was	  measured	  by	  the	  questions	  on	  the	  pre	  and	  post	  survey.	  	  
• Job	  Satisfaction	  –	  Was	  measured	  by	  the	  questions	  on	  the	  pre	  and	  post	  survey.	  	  
• Social	  Capital	  –	  Was	  measured	  by	  Network	  Structure	  Analysis	  using	  UCINET	  as	  well	  as	  questions	  53	  –	  59	  on	  the	  post	  survey.	  	  
• Community	  of	  Practice	  (Mentoring)	  –	  The	  social	  networking	  site	  was	  reviewed	  post	  employee	  participation	  to	  assess	  whether	  or	  not	  it	  became	  a	  community	  of	  practice	  providing	  employees	  with	  mentoring	  opportunities.	  	  The	  qualitative	  interviews	  were	  used	  to	  assess	  employee’s	  perception	  of	  mentoring	  opportunities	  in	  the	  on-­‐line	  community.	  	  	  	   	  	   Upon	  completion	  of	  the	  post	  survey	  a	  statistical	  analysis	  of	  the	  quantitative	  data	  was	  performed	  to	  test	  whether	  or	  not	  the	  dependent	  variables	  of	  Employee	  commitment,	  job	  satisfaction	  and	  social	  capital	  vary	  in	  relation	  to	  participation	  on	  the	  social	  networking	  site.	  The	  variables	  were	  tested	  for	  both	  the	  research	  group	  along	  with	  the	  control	  group	  and	  the	  results	  were	  compared.	  	  Using	  univariate	  and	  multivariate	  statistical	  models	  such	  as	  (frequency	  distributions,	  chi-­‐square	  analysis,	  ANOVA	  and	  regression	  analysis),	  the	  researcher	  examine	  the	  influence	  of	  the	  independent	  variables	  on	  any	  main	  outcomes,	  namely,	  employee	  commitment,	  satisfaction	  and	  social	  capital.	  	   SPSS	  was	  used	  to	  analyze	  the	  data	  from	  the	  survey.	  	  Variables	  were	  collapsed	  to	  measure	  the	  variation	  of	  the	  subcategories	  of	  commitment	  and	  job	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satisfaction.	  	  The	  following	  shows	  the	  survey	  questions	  that	  will	  be	  grouped	  to	  measure	  each	  facet	  of	  commitment	  and	  satisfaction.	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Table	  1.1	  Subcategory	  Questions	  	  
Subcategory	  	   Survey	  Questions	  	  
Commitment	  	   1,	  3,	  15,	  17	  	  
Satisfaction	  with	  
Rewards/Appreciation	  	  
4,	  7,	  9,	  20	  	  
Satisfaction	  with	  Communication	  	   5,	  6,	  12,	  14,	  	  
Satisfaction	  with	  Supervisor	  	   10,	  13,	  16,	  18	  
Satisfaction	  with	  Co-­‐Workers	  	   11,	  19	  	  
Knowledge	  of	  Company	  
Happenings	  	  
21	  -­‐	  25	  
	  
3.7	  	  Conclusion	  	  	   The	  experimental	  approach	  using	  a	  pre	  and	  post	  survey	  with	  a	  research	  group	  and	  a	  control	  group	  is	  a	  very	  good	  way	  to	  collect	  quantitative	  data	  in	  an	  efficient	  manner.	  	  Using	  respected	  survey	  instruments	  that	  have	  been	  previously	  tested	  increases	  the	  probability	  of	  validity	  and	  reliability.	  	  Although	  the	  most	  accurate	  way	  to	  use	  the	  surveys	  would	  be	  to	  distribute	  them	  to	  employees	  in	  their	  entirety,	  a	  lengthy	  survey	  of	  that	  nature	  could	  potentially	  discourage	  employees	  from	  completing	  it.	  	  Keeping	  the	  number	  of	  survey	  questions	  in	  the	  pre	  survey	  to	  25	  reduced	  the	  risk	  of	  employees	  starting	  but	  not	  completed	  the	  survey.	  	  Using	  a	  mixed	  method	  of	  both	  quantitative	  data	  collection	  and	  qualitative	  interviews	  of	  a	  sample	  of	  respondents	  enabled	  the	  researcher	  to	  gain	  a	  deeper	  understanding	  of	  the	  results.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Potential	  threats	  to	  validity	  of	  this	  approach	  were	  history,	  selection	  of	  subjects	  and	  experimental	  mortality	  (Campbell	  &	  Stanley,	  1963).	  	  History	  and	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experimental	  mortality	  are	  threats	  to	  internal	  validity	  because	  time	  is	  needed	  between	  the	  pre	  and	  post-­‐test	  in	  order	  for	  participants	  to	  interact	  on	  the	  social	  networking	  site.	  	  During	  this	  passage	  of	  time	  events	  could	  have	  happened	  that	  impacted	  employee	  satisfaction	  or	  commitment	  that	  were	  not	  related	  to	  the	  use	  of	  the	  social	  networking	  site.	  	  	  Additionally	  if	  employees	  retired,	  resigned,	  or	  were	  terminated	  during	  the	  experiment,	  mortality	  could	  have	  jeopardized	  internal	  validity.	  	  The	  threat	  of	  selection	  of	  subjects	  could	  have	  occurred	  even	  though	  subjects	  were	  selected	  randomly	  if	  only	  a	  small	  sample	  was	  collected.	  	  Subjects	  who	  were	  selected	  randomly	  were	  asked	  to	  voluntarily	  participate	  in	  the	  study.	  	  If	  only	  a	  small	  number	  of	  employees	  chose	  to	  participate	  the	  sample	  could	  have	  been	  small	  increasing	  the	  possibility	  of	  bias	  in	  one	  or	  both	  of	  the	  groups.	  	  	  	   One	  additional	  potential	  weakness	  of	  this	  approach	  is	  that	  employees	  placed	  into	  a	  group	  may	  not	  have	  followed	  the	  instructions	  presented	  to	  them	  (See	  instructions	  in	  Appendix	  F	  and	  Appendix	  G).	  For	  example	  they	  may	  have	  said	  they	  would	  participate	  but	  then	  not	  actually	  do	  so	  or	  they	  may	  have	  said	  would	  not	  participate	  and	  then	  accessed	  the	  site.	  	  This	  would	  be	  beyond	  the	  control	  of	  the	  researcher	  but	  could	  affect	  the	  validity	  of	  the	  findings.	  	  	   This	  study	  will	  add	  to	  the	  body	  of	  social	  network	  and	  community	  of	  practice	  theory	  by	  examining	  whether	  or	  not	  interaction	  on	  an	  employer	  sponsored	  social	  networking	  site	  relates	  to	  increases	  in	  organizational	  commitment	  and	  job	  satisfaction	  through	  the	  processes	  of	  mentoring	  and	  social	  capital.	  	  While	  previous	  studies	  focused	  on	  collaboration	  and	  information	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sharing	  the	  impact	  of	  participation	  in	  an	  employer	  sponsored	  on-­‐line	  social	  network	  on	  commitment	  and	  job	  satisfaction	  is	  still	  unknown.	  	  	  Employers	  in	  large	  organizations	  struggle	  to	  communicate	  effectively	  with	  employees	  and	  to	  engage	  them	  and	  inspire	  a	  sense	  of	  commitment	  and	  satisfaction.	  	  On-­‐line	  social	  networking	  where	  management	  and	  employees	  interact	  in	  a	  company-­‐sponsored	  site	  has	  the	  potential	  to	  become	  a	  community	  of	  practice	  thus	  improving	  upon	  these	  traditional	  methods	  enriching	  communication	  and	  inspiring	  commitment	  and	  satisfaction.	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CHAPTER	  4	  ANALYSIS	  OF	  DATA	  	  
4.1	  	  Introduction	  	  	  	   This	  research	  investigates	  the nature of the relationship, if any, between 
participation in an on-line social networking site and specific outcomes such as 
company commitment, job satisfaction and increased social capital. The overall goal 
of the study is to assess the feasibility of the online social networking site as a useful 
tool for organizational communication. The study is guided by the following research 
questions:	  	  
1.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  employee	  commitment	  to	  the	  
organization?	  	  	  
	  
2.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  job	  satisfaction?	  	  	  
3.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  Social	  Capital?	  	   	  	  	   	  	   Several	  types	  of	  analysis	  were	  conducted	  to	  answer	  these	  questions.	  	  The	  results	  will	  be	  presented	  in	  the	  following	  sections.	  	  II. Quantitative	  data	  analysis	  of	  pre	  and	  post	  surveys	  	  III. Qualitative	  data	  analysis	  of	  post	  participation	  interviews	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IV. Social	  Network	  analysis	  from	  a	  review	  of	  friendship	  ties	  on	  the	  Speakfree	  social	  networking	  site	  V. Review	  of	  site	  visits	  and	  page	  views	  VI. Chapter	  Summary	  	  	   	  
4.2	  	  Quantitative	  Data	  Analysis	  	  	   The	  purpose	  of	  the	  quantitative	  analysis	  is	  to	  investigate	  research	  questions	  1,	  2,	  and	  3:	  explore	  possible	  relationships	  between	  participation	  by	  employees	  in	  an	  employer	  sponsored	  social	  networking	  site	  and	  employee	  commitment	  to	  the	  organization,	  job	  satisfaction,	  and	  social	  capital.	  	  	  As	  discussed	  in	  Chapter	  3	  (Methodology)	  a	  pre	  and	  post	  survey	  designed	  to	  measure	  the	  above	  variables	  was	  conducted	  with	  subjects,	  randomly	  assigned	  into	  two	  groups:	  	  a	  research	  group	  and	  a	  control	  group.	  	  	   A	  social	  networking	  site	  was	  implemented	  at	  the	  organization	  and	  allowed	  to	  remain	  active	  for	  a	  period	  of	  nine	  months.	  	  The	  research	  group	  was	  asked	  to	  participate	  regularly	  on	  the	  site	  and	  the	  control	  group	  was	  asked	  not	  to	  participate.	  	  A	  post	  survey	  was	  then	  collected	  from	  those	  employees	  in	  both	  groups	  who	  had	  completed	  the	  pre-­‐survey.	  	  The	  survey	  instrument	  included	  questions	  designed	  to	  measure	  employee	  commitment	  as	  defined	  by	  Mowday, 
Steers, and Porter (1979).  Questions concerning job satisfaction were taken from the 
Paul E. Specter Job satisfaction survey (Specter, 1997).  Four job satisfaction 
subcategories (i.e. rewards, communication, co-workers, and supervisors) were 
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measured.  The post survey of the research group that participated on the site included 
seven questions designed to measure social capital.    
 The following is an explanation of employee response to both the pre and post 
surveys.  Of the seven hundred pre-surveys that were distributed, one hundred and 
eight were returned including fifty-nine from the control group and forty-nine from 
the research group.  Post surveys were distributed after the completion of the nine-
month test period to all pre-survey respondents who were still employed by the 
organization. Sixty-one completed post surveys were returned including thirty-five 
from the control group and twenty-six from the research group (See table 4.1). 
 
Table 4.1 Survey Distribution and Response Summary  
Survey	  Distribution	  and	  Response	  Summary	  	  
	  	   Research	  Group	   Control	  Group	   Total	  
Pre-­‐Surveys	  	  	   	  	   	  	   	  	  
	  	  	  	  	  Distributed	  	   350	   350	   700	  
	  	  	  	  	  Returned	  	   49	   59	   108	  
Post-­‐Surveys	  	   	  	   	  	   	  	  
	  	  	  	  	  Distributed	  	   49	   59	   108	  
	  	  	  	  	  Returned	  	   26	   35	   61	  
Unusable	  	   14	   4	   18	  
Valid	  	   12	   31	   43	  
 
 
 Some of the returned surveys however, could not be used in the final analysis.  
A question was asked on the post survey to determine if respondents had participated 
or not participated on the site as agreed to in the instructions distributed with the pre-
surveys.  Respondents in the control group had previously agreed not to participate 
during the test period.  They were asked the following question. “Did you actively 
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participate on the Speakfree Social Networking Site during the last nine months?”  
Four of the thirty-five respondents in the control group indicated that they had 
participated on the site.  Those cases were eliminated from the dataset to avoid 
contaminating the results.  Respondents in the research group were asked the 
following question. “Approximately how many times per week do you visit the 
Speakfree site?”  Fourteen of the twenty-six respondents replied with a zero 
indicating they did not participate on the site.  The cases of those respondents who did 
not participate were eliminated from the data set to avoid contamination of the results.  
The remaining dataset of forty-three respondents including thirty-one from the control 
group and twelve from the research group was used as the basis for the data analysis 
(see Table 4.1).	  
 
Organization of Data Analysis  
 The first part of the quantitative analysis presents a descriptive analysis of the 
sample (See Table 4.2).  This is followed by a bivariate analysis, which examined the 
change in job satisfaction and commitment (between the pre and post survey period) 
by research group (control versus research), gender, age, and employee classification.  
Given the small sample size, a Mann-Whitney test (a non-parametric version of the T-
test, (Norusis, 1990)) was performed to assess the statistical significance of the 
variations / changes. The research group and control group responses were measured 
by summing subjects’ scores on five separate scales (ie. commitment, 
communication, rewards, supervisors/coworkers, and satisfaction) for both the pre 
and post surveys.   
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• The commitment scale included the scores for questions 1, 2, 3, 15, and 17.  
The communication scale included the scores for questions 5, 6, 12 and 14.  
Rewards included the scores for questions 4, 7, 9 and 20 and supervisors 
co/workers included the scores for questions 10, 11, 13, 16, 18, 19.  (See 
Appendix A for a description of questions in each scale). 
• The individual questions comprising each scale asked subjects to indicate how 
much they agreed with the selected statements ranging from 1 (strongly agree) 
to 5 (strongly disagree).  The scores were reverse-coded for subsequent 
analysis.  
• Four summative scales were created by adding the responses to all items in 
each sub-category (commitment, communication, rewards, and 
supervisors/co-workers). The respective Cronbach alphas for the 4 scales are: 
.89, .85, .87, .84.  An overall satisfaction scale included the summed scores of 
the three scales, communication, rewards, and supervisors/coworkers, with an 
alpha of .93. 
Thus each subject received two summed scores for each scale, one for the pre-survey 
and one for the post survey.  To calculate the change in means the post scores were 
subtracted from the pre scores for each scale, then the mean and median were 
calculated for the research group and the control group.  In another analysis the mean 
change comparison was run on the entire population comparing hourly to salary, 
under 50 to over 50, and male to female.  An analysis of means was first conducted 
collapsing the variables into the categories of high level and low level.  This approach 
was not used in the final analysis however because with the five-point scale used in 
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the study, it was not possible to equally break the levels into meaningful and 
conceptually relevant groups.  
 To calculate the change in means the post scores were subtracted from the pre 
scores for each individual subject identified by the unique control number, then the 
mean and median were calculated for the research group and the control group.  In 
another analysis the mean change comparison was run on the entire population 
comparing hourly to salary, under 50 to over 50, and male to female.  
 The post survey questions relating to social capital were analyzed using 
frequency distributions to assess the level of engagement of participants on the site 
along with the number of friends met and the strength of the friendship ties that were 
formed.  Tables 4.7 - 4.12 presents the results of this analysis. 
 
B.  Descriptive Characteristics of Respondents  
 The host company for the study was a casino hotel in a large eastern US city 
that had been opened for thirty-two years.  Many of the employees have been with the 
company since it’s opening, thus, influencing the age distribution of the employee 
sample: 45% of the employees are fifty years old or older, while 68% are forty and 
older.  
 The forty-three respondents were predominantly in the older age brackets and 
predominantly of the male gender.  96% of them were forty and older with 63% 
falling into the age range of 50 – 59.  65% of them were male and 35% female.   23% 
are classified as salaried workers indicating that they hold the rank of supervisor or 
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above, while 77% are classified as hourly indicating they are line level employees 
(see Table 4.2). 
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Table 4.2 Population Descriptive Statistics  
Population	  Descriptive	  Statistics	  	   	  
Variable	   N	   %	   Mean	  (SD)	  
Minimum	  -­‐	  
Maximum	  
Age	  Groups	  
	   	  
-­‐-­‐	  	   	  
20	  -­‐29	   1	   2%	   	   	  
30	  -­‐39	   1	   2%	   	   	  
40-­‐49	   9	   21%	   	   	  
50-­‐59	   27	   63%	   	   	  
60-­‐69	   5	   12%	   	   	  
	   	   	   	   	  
Age	  (Ungrouped)	   -­‐	   -­‐	   51.9	  (7.7)	   28	  -­‐	  67	  (Years)	  
	   	   	   	   	  
Gender	   	   	   	   	  
	  Female	   15	   35%	   	   	  
	  	  Male	  	   28	   65%	   	   	  
	   	   	   	   	  
Level	  	   	   	   	   	  
	  	  Hourly	  Workers	   33	   77%	   	   	  
	  	  Salary	  	  Workers	   10	   23%	   	   	  
	   	   	   	   	  
Research	  Assignment	   	   	   	   	  
Control	  Group	  	   31	   72%	   	   	  
Research	  Group	  	   12	   28%	   	   	  
Total	  	   43	   100%	   100%	   	  	  
C.	  Research	  Questions:	  
Research	  Question	  1	  –	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  
participation	  in	  an	  on-­‐line	  social	  networking	  site	  and	  employee	  commitment	  to	  the	  
organization?	  	   This	  question	  examines	  any	  possible	  change	  in	  reported	  organizational	  commitment	  scores	  before	  and	  after	  the	  social	  networking	  intervention,	  measured	  through	  a	  pre	  and	  post	  survey.	  As	  shown	  in	  Chapter	  3,	  organizational	  commitment	  was	  measured	  by	  questions	  1,	  3,	  15,	  and	  17	  on	  the	  survey	  (see	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Appendix	  A).	  The	  pre	  and	  post	  scores	  for	  the	  four	  questions	  were	  collapsed	  into	  two	  variables,	  pre-­‐commitment	  and	  post-­‐commitment.	  	  	  The	  change	  in	  commitment	  scores	  was	  calculated	  as	  the	  absolute	  difference	  between	  the	  pre	  and	  post	  commitment	  scores.	  Table	  4.3	  presents	  an	  analysis	  of	  differences	  in	  commitment	  scores	  between	  the	  research	  and	  control	  groups,	  and	  the	  results	  of	  a	  Mann-­‐Whitney	  test	  performed	  to	  test	  the	  statistical	  significance	  of	  these	  differences	  (See	  Table	  4.3)	  	  	   Indeed	  there	  were	  some	  changes	  in	  commitment	  scores,	  with	  the	  research	  group	  reporting	  higher	  levels	  of	  scores	  (1.25	  points	  higher	  than	  the	  control	  group),	  but	  the	  change	  was	  not	  statistically	  significant.	  	  Similarly,	  there	  was	  minimal	  and	  statistically	  insignificant	  change	  in	  commitment	  scores	  by	  gender,	  age,	  and	  salaried	  workers.	  	  	  As	  a	  result,	  the	  hypothesis	  that	  a	  relationship	  exists	  between	  participation	  in	  an	  on-­‐line	  social	  networking	  site	  and	  commitment	  could	  not	  be	  supported.	  	  	   	  	  
Research	  Question	  2	  –	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  
participation	  in	  an	  on-­‐line	  social	  networking	  site	  and	  employee	  job	  satisfaction?	  	   The	  changes	  in	  survey	  scores	  between	  the	  pre	  and	  post	  survey,	  for	  the	  questions	  relating	  to	  satisfaction	  were	  analyzed	  to	  measure	  the	  relationship	  between	  participation	  in	  the	  on-­‐line	  social	  networking	  site	  and	  job	  satisfaction.	  As	  discussed	  in	  Chapter	  3	  (Methodology)	  satisfaction	  was	  measured	  by	  14	  survey	  questions	  organized	  into	  subcategories	  of	  rewards,	  communication,	  and	  feelings	  towards	  supervisors	  and	  co-­‐workers.	  The	  subcategories	  were	  analyzed	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independently	  and	  together	  as	  one	  overall	  satisfaction	  variable.	  	  The	  change	  between	  pre	  and	  post	  was	  calculated	  and	  then	  analyzed	  by	  comparing	  the	  difference	  of	  mean	  scores	  of	  the	  research	  group	  to	  the	  difference	  of	  mean	  scores	  of	  the	  control	  group.	  	  A	  Mann-­‐Whitney	  U	  test	  was	  conducted	  to	  evaluate	  the	  hypothesis	  that	  there	  is	  a	  difference	  in	  pre	  and	  post	  satisfaction	  between	  the	  research	  group	  and	  the	  control	  group.	  	  	  	   The	  Mann-­‐Whitney	  test	  showed	  marginally	  significant	  differences	  between	  the	  two	  groups,	  z=-­‐1.83,	  p	  <	  .10,	  with	  employees	  in	  the	  research	  group	  reporting	  significantly	  lower	  satisfaction	  scores	  in	  the	  subcategory	  of	  Communication	  (i.e.,	  a	  negative	  mean	  change	  of	  -­‐7.2).	  	  	  See	  Table	  4.3.	  	   The	  negative	  changes	  in	  the	  mean	  satisfaction	  scores	  pre	  and	  post	  were	  most	  prominent	  among	  salaried	  employees	  (See	  Table	  4.5).	  	  The	  Mann-­‐Whitney	  test	  showed	  a	  significant	  difference	  between	  salaried	  employees	  and	  hourly	  employees,	  z=-­‐2.3,	  p	  <	  .05,	  with	  salaried	  employees	  reporting	  significantly	  lower	  overall	  satisfaction	  scores	  (i.e.,	  a	  negative	  mean	  change	  of	  -­‐5.17	  for	  salaried	  employees	  compared	  to	  positive	  2.6	  for	  hourly).	  	  The	  test	  also	  showed	  a	  significant	  difference,	  z=-­‐2.56,	  p	  <	  .05,	  with	  salaried	  employees	  reporting	  significantly	  lower	  satisfaction	  scores	  in	  the	  subcategory	  of	  Communication	  (i.e.,	  a	  negative	  mean	  change	  of	  -­‐8.7	  for	  salaried	  employees	  compared	  to	  -­‐4.6	  for	  hourly).	  	  Additionally	  the	  test	  showed	  a	  significant	  difference,	  z=-­‐1.96,	  p	  =	  .05	  with	  salaried	  employees	  reporting	  significantly	  lower	  satisfaction	  scores	  in	  the	  subcategory	  of	  Rewards	  (i.e.,	  a	  negative	  mean	  change	  of	  -­‐1.4	  for	  salaried	  employees	  compared	  to	  positive	  1.2	  for	  hourly).	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   There	  was	  no	  significant	  difference	  in	  any	  of	  the	  communication	  subcategories	  by	  gender	  or	  by	  age	  under	  50	  or	  50	  and	  older.	  	  	  	  	   A	  negative	  relationship	  between	  participation	  on	  the	  social	  networking	  site	  and	  the	  satisfaction	  subcategory	  of	  communication	  was	  found	  suggesting	  that	  satisfaction	  decreased	  with	  participation	  on	  the	  social	  networking	  site.	  	  	  	   In	  summary	  the	  results	  showed	  the	  following	  
• There	  was	  a	  marginally	  significant	  difference	  in	  communication	  scores	  between	  the	  control	  and	  research	  group,	  with	  employees	  in	  the	  research	  group	  reporting	  lower	  levels	  of	  communication	  scores	  	  
• The	  decrease	  in	  satisfaction	  was	  most	  prominent	  among	  salaried	  or	  supervisor	  level	  employees.	  	  
• There	  was	  a	  significant	  difference	  in	  satisfaction	  scores	  between	  salaried	  employees	  and	  hourly	  employees,	  with	  salaried	  employees	  reporting	  lower	  levels	  of	  satisfaction	  overall	  as	  well	  as	  in	  the	  subcategories	  of	  rewards	  and	  communication.	  
• Employees	  in	  the	  research	  group	  reported	  higher	  levels	  of	  commitment	  scores	  in	  the	  post-­‐survey	  than	  those	  in	  the	  control	  group,	  but	  the	  change	  in	  commitment	  scores	  was	  not	  statistically	  significant.	  	  
• No	  significant	  differences	  were	  found	  in	  commitment	  by	  age,	  gender,	  or	  employee	  classification	  	  
• No	  significant	  differences	  were	  found	  in	  satisfaction	  by	  Age	  or	  Gender.	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Table	  4.3	  Difference	  in	  Mean	  Satisfaction/Commitment	  Scores	  by	  Group	  	  
	  	   Control	  Group	   Research	  Group	   Mann	  -­‐	  Whitney	  	  	   N	   Mean	   Median	   N	   Mean	   Median	   Z	   P-­‐value	  Change	  in	  Commitment	  Scores	  	   31	   5.7345	   6.0000	   12	   7.1930	   7.0000	   -­‐1.253	   0.210	  
Change	  in	  Communication	  Scores	  	   31	   -­‐4.9401	   -­‐5.0000	   12	   -­‐7.2237	   -­‐7.0000	   -­‐1.838	   0.066	  Change	  in	  Reward	  Scores	  	   31	   0.5285	   1.0000	   12	   0.8640	   0.5000	   -­‐0.027	   0.978	  Change	  in	  Feelings	  towards	  Supervisors/Coworkers	  Scores	  	   31	   0.2630	   0.0000	   12	   0.0833	   0.0000	   -­‐0.370	   0.711	  Change	  in	  Satisfaction	  Scores	  	   31	   0.8362	   1.0000	   12	   0.8070	   -­‐0.5000	   -­‐0.163	   0.871	  
	  	  	  	  Table	  4.4	  	  Difference	  in	  Mean	  Satisfaction	  /	  Commitment	  Scores	  by	  Gender	  
	  	  	   Female	   Male	  	   Mann	  -­‐	  Whitney	  	  	   N	   Mean	   Median	   N	   Mean	   Median	   Z	   P-­‐value	  Change	  in	  Commitment	  Scores	  	   15	   5.9881	   6.0000	   28	   6.2237	   6.0000	   -­‐0.141	   0.888	  
Change	  in	  Communication	  Scores	  	   15	   -­‐4.7709	   -­‐4.0000	   28	   -­‐6.0094	   -­‐7.0000	   -­‐1.525	   0.127	  Change	  in	  Reward	  Scores	  	   15	   1.1590	   2.0000	   28	   0.3346	   0.0000	   -­‐0.960	   0.337	  Change	  in	  Feelings	  towards	  Supervisors/Coworkers	  Scores	  	   15	   0.5436	   0.0000	   28	   0.0357	   -­‐0.5000	   -­‐1.264	   0.206	  Change	  in	  Satisfaction	  Scores	  	   15	   1.7984	   2.0000	   28	   0.3083	   -­‐0.5000	   -­‐1.008	   0.313	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Table	  	  4.5:	  	  Difference	  in	  Mean	  Satisfaction	  /	  Commitment	  Scores	  by	  Level	  	  	   Hourly	  	   Salary	  	   Mann	  -­‐	  Whitney	  	  	   N	   Mean	   Median	   N	   Mean	   Median	   Z	   P-­‐value	  Change	  in	  Commitment	  Scores	  	   33	   6.2673	   6.0000	   10	   5.7263	   6.0000	   -­‐0.636	   0.524	  
Change	  in	  Communication	  Scores	  	   33	   -­‐4.6391	   -­‐5.0000	   10	   -­‐8.6737	   -­‐10.3684	   -­‐2.559	   0.010	  Change	  in	  Reward	  Scores	  	   33	   1.2349	   1.0000	   10	   -­‐1.4000	   -­‐1.0000	   -­‐1.964	   0.050	  Change	  in	  Feelings	  towards	  Supervisors/Coworkers	  Scores	  	   33	   0.7016	   0.0000	   10	   -­‐1.4000	   -­‐1.5000	   -­‐1.469	   0.142	  Change	  in	  Satisfaction	  Scores	  	   33	   2.6468	   2.0000	   10	   -­‐5.1737	   -­‐2.8684	   -­‐2.332	   0.020	  
	   	   	   	   	   	   	   	   	  
	  
	  
	  
	  
	  
	   	   	   	   	   	   	   	   	  Table	  	  4.6:	  	  Difference	  in	  Mean	  Satisfaction	  /	  Commitment	  Scores	  by	  Age	  Range	  	  	   Under	  50	  years	  old	  	   50	  years	  and	  older	  	   Mann	  -­‐	  Whitney	  	  	   N	   Mean	   Median	   N	   Mean	   Median	   Z	   P-­‐value	  Change	  in	  Commitment	  Scores	  	   11	   7.0699	   8.0000	   32	   5.8224	   6.0000	   -­‐1.120	   0.263	  
Change	  in	  Communication	  Scores	  	   11	   -­‐5.0559	   -­‐6.0000	   32	   -­‐5.7566	   -­‐5.0000	   -­‐0.028	   0.978	  Change	  in	  Reward	  Scores	  	   11	   1.8866	   3.0000	   32	   0.1875	   0.0000	   -­‐1.706	   0.088	  Change	  in	  Feelings	  towards	  Supervisors/Coworkers	  Scores	  	   11	   1.3776	   0.0000	   32	   -­‐0.1875	   0.0000	   -­‐0.056	   0.955	  Change	  in	  Satisfaction	  Scores	  	   11	   4.2083	   5.0000	   32	   -­‐0.3339	   0.0000	   -­‐1.492	   0.136	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Research	  Question	  3:	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  
participation	  in	  an	  on-­‐line	  social	  networking	  site	  and	  Social	  Capital?	  	   	  	   	  	   Of	  the	  twelve	  subjects	  in	  the	  research	  group,	  seven	  reported	  meeting	  new	  friends	  on-­‐line,	  and	  the	  number	  of	  new	  friends	  met	  ranged	  from	  4	  –	  24	  (See	  table	  4.7).	  	  Four	  of	  the	  subjects	  reported	  subsequently	  meeting	  these	  new	  friends	  face	  to	  face.	  	  The	  number	  of	  new	  friends	  met	  face	  to	  face	  ranged	  from	  1	  –	  4	  (See	  table	  4.8).	  	  Subjects	  were	  asked	  to	  rate	  the	  strength	  of	  the	  ties	  with	  their	  new	  friends	  on	  a	  scale	  of	  1	  –	  5	  with	  1	  being	  the	  strongest	  (See	  table	  4.9).	  	  Strength	  of	  the	  friendship	  ties	  is	  a	  measure	  of	  social	  capital	  that	  is	  important	  in	  comparing	  the	  ties	  formed	  online	  to	  those	  formed	  in	  face-­‐to-­‐face,	  offline	  relationships	  (Kraut	  et	  al.,	  1998).	  Two	  participants	  rated	  the	  friendship	  ties	  as	  a	  5	  indicating	  very	  weak	  ties.	  	  Seven	  participants	  however	  rated	  the	  ties	  from	  1	  –	  3	  indicating	  moderate	  to	  strong	  ties.	  	  	   Activity	  levels	  on	  the	  site	  were	  relatively	  low.	  	  Eight	  out	  of	  twelve	  of	  the	  participants	  reported	  visiting	  the	  site	  only	  once	  per	  week	  (See	  table	  4.10).	  	  The	  other	  four	  reported	  visiting	  more	  than	  1	  time	  per	  week	  ranging	  from	  2	  –	  4	  times.	  	  Five	  participants	  reported	  never	  posting	  on	  the	  site	  (See	  table	  4.11).	  Seven	  reported	  posting	  from	  1	  –	  4	  times	  per	  week.	  	  Participants	  spent	  one	  hour	  or	  less	  per	  week	  viewing	  the	  activity	  of	  others.	  Five	  reported	  spending	  one	  hour	  viewing	  the	  activity	  of	  others	  and	  five	  reported	  spending	  less	  than	  one	  hour.	  	  Two	  participants	  reported	  spending	  no	  time	  viewing	  the	  activity	  of	  others.	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   In	  summary,	  although	  activity	  levels	  were	  low,	  social	  capital	  clearly	  increased	  for	  those	  employees	  in	  the	  research	  group.	  	  More	  than	  half	  of	  the	  participants	  met	  new	  friends	  by	  participating	  on	  the	  site	  and	  four	  of	  those	  who	  met	  new	  friends	  subsequently	  met	  with	  at	  least	  one	  friend	  face	  to	  face.	  	  This	  is	  significant	  because	  if	  not	  for	  the	  implementation	  of	  the	  social	  networking	  site,	  employees	  may	  not	  have	  had	  the	  opportunity	  to	  meet	  these	  friends.	  	  If	  activity	  levels	  were	  higher	  the	  increase	  in	  social	  capital	  may	  have	  even	  been	  greater.	  	  	   	  
Table:	  	  4.7	  New	  Friends	  Met	  On-­‐Line	  	  
Number	  of	  Friends	  	  
Number	  of	  
respondents	  	   Percent	  	  
	  	   0	   4	   33%	  
	  	   4	   2	   17%	  
	  	   5	   3	   25%	  
	  	   15	   1	   8%	  
	  	   24	   1	   8%	  
Missing	  	   	  	   1	   8%	  
Total	  	   48	   12	   100%	  
	   	   	  
	  
	  
	  
Table	  4.8	  New	  Friends	  Met	  Face	  To	  Face	  	  
Number	  of	  Friends	  	  
Number	  of	  
respondents	  	   Percent	  	  
	  	   0	   7	   58%	  
	  	   1	   1	   8%	  
	  	   2	   1	   8%	  
	  	   3	   1	   8%	  
	  	   4	   1	   8%	  
Missing	  	   	  	   1	   8%	  
Total	  	   10	   12	   100%	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Table	  4.9	  Strength	  of	  Ties	  With	  New	  Friends	  	  
Strength	  of	  Ties	  	  
Number	  of	  
respondents	  	   Percent	  	  
	  	   Very	  Strong	  	   1	   8%	  
	  	   Strong	  	   2	   17%	  
	  	   Neutral	  	   4	   33%	  
	  	   Week	  	   0	   0%	  
	  	   Very	  Week	  	   2	   17%	  
Missing	  	   	  	   3	   25%	  
Total	  	  
	  
12	   100%	  	   	  	  Table	  4.10	  Visits	  per	  Week	  	  Number	  of	  Visits	  per	  week	   Number	  of	  respondents	  	   Percent	  	  	  	   1	   8	   67%	  	  	   2	   2	   17%	  	  	   3	   1	   8%	  	  	   4	   1	   8%	  Total	  	   	  	   12	   100%	  
	  
	  	  	   	   	  	  Table	  4.11	  Posts	  per	  Week	  	  Number	  of	  Posts	  Per	  Week	  	   Number	  of	  respondents	  	   Percent	  	  	  	   0	   5	   42%	  	  	   1	   4	   33%	  	  	   2	   2	   17%	  	  	   4	   1	   8%	  Total	  	   	  	   12	   100%	  
	   	  
	  	  	   	  Table	  4.12	  Viewing	  Activity	  of	  Others	  	  Hours	  Viewing	  Activity	  of	  Others	   Number	  of	  respondents	  	   Percent	  	  	  	   0	   2	   17%	  	  	   less	  than	  1	  hr	  	   5	   42%	  	  	   1	  hr	  or	  more	  	   5	   42%	  Total	  	   	  	   12	   100%	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4.3	  Post	  Participation	  Qualitative	  Interviews	  	  	   Post	  participation,	  qualitative	  interviews	  were	  conducted	  for	  several	  purposes.	  	  First,	  to	  gain	  an	  understanding	  of	  why	  participation	  on	  the	  site	  was	  low	  and	  second	  to	  gain	  an	  understanding	  of	  employee	  views	  on	  the	  importance	  of	  employee/management	  communication	  and	  mentoring	  in	  an	  organization	  as	  well	  as	  their	  views	  on	  the	  effectiveness	  of	  the	  Speakfree	  social	  networking	  site	  in	  contributing	  to	  enhancing	  these	  interactions.	  Nineteen	  interviews	  were	  conducted	  of	  randomly	  selected	  subjects	  from	  the	  research	  group	  who	  completed	  the	  post	  survey.	  	  Although	  each	  subject	  had	  his	  or	  her	  own	  personal	  perspective	  on	  the	  issues	  discussed,	  several	  themes	  emerged	  that	  are	  significant	  in	  explaining	  the	  outcomes	  of	  this	  experiment.	  	  The	  pronoun,	  “he”	  is	  used	  in	  reporting	  the	  findings	  regardless	  of	  the	  gender	  of	  the	  interviewee	  to	  mask	  identity.	  	  	   The	  subjects	  who	  were	  interviewed	  agreed	  almost	  unanimously	  that	  communication	  between	  senior	  management	  and	  line	  employees	  is	  “very	  important”.	  	  Of	  the	  nineteen	  people	  interviewed	  seventeen	  people	  described	  it	  as	  important	  or	  very	  important.	  One	  person,	  AF	  a	  mid	  level	  manager	  in	  the	  company,	  even	  described	  it	  as	  “huge”.	  	  He	  added	  that	  upper	  management’s	  communication	  with	  employees	  is	  “unfortunately	  something	  that	  lacks	  here”	  referring	  to	  the	  company.	  	  He	  explained	  that	  in	  the	  past	  year	  “the	  company	  held	  no	  employee	  meetings	  and	  there	  was	  no	  charge	  to	  rally	  around	  the	  company.”	  	  He	  expressed	  his	  feeling	  that	  this	  is	  something	  that	  is	  needed.	  	  He	  said	  that,	  	  “employees	  want	  to	  feel	  like	  part	  of	  the	  process.	  	  They	  don’t	  want	  to	  open	  a	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newspaper	  and	  see	  what	  is	  happening,	  they	  want	  to	  hear	  it	  from	  management.”	  	  Two	  line	  employees	  who	  were	  interviewed	  expressed	  their	  opinion	  that	  communication	  with	  upper	  management	  is	  needed	  so	  that	  employees	  can	  give	  feedback	  or	  make	  suggestions.	  	  One	  employee	  also	  expressed	  that	  he	  would	  like	  management	  to	  say	  when	  employees	  are	  doing	  a	  good	  job.	  	  	   Interview	  subjects	  were	  split	  on	  whether	  or	  not	  the	  social	  networking	  site	  Speakfree	  was	  an	  effective	  vehicle	  for	  enhancing	  communication	  between	  management	  and	  employees.	  	  Five	  employees	  responded	  that	  they	  did	  not	  think	  it	  was	  effective	  for	  various	  reasons.	  	  One	  person	  said	  he	  is	  too	  busy	  to	  use	  the	  site.	  	  Another	  person	  said	  that	  he	  felt	  management	  would	  be	  reluctant	  to	  “open	  themselves	  up”	  by	  putting	  personal	  information	  on	  the	  site	  so	  it	  would	  not	  be	  effective.	  	  Two	  of	  the	  people	  interviewed	  were	  concerned	  that	  something	  they	  post	  “could	  be	  used	  against	  you”.	  	  	   Fourteen	  of	  the	  subjects	  interviewed	  thought	  that	  Speakfree	  could	  be	  an	  effective	  tool	  for	  enhancing	  employee	  and	  management	  communication.	  	  	  The	  most	  commonly	  cited	  aspect	  of	  Speakfree	  that	  was	  enjoyed	  by	  the	  interview	  subjects	  was	  the	  posting	  of	  pictures	  both	  for	  employee	  recognition	  and	  for	  communication	  of	  company	  happenings.	  	  The	  company	  where	  the	  experiment	  was	  performed	  had	  just	  announced	  plans	  for	  opening	  a	  new	  restaurant	  on	  the	  property.	  	  Several	  employees	  said	  it	  would	  be	  great	  to	  see	  artist	  renderings	  and	  photos	  of	  the	  planned	  restaurant	  posted	  on	  Speakfree.	  	  Many	  of	  the	  interview	  subjects	  however	  qualified	  their	  opinion	  with	  conditions	  that	  would	  need	  to	  be	  met	  in	  order	  to	  make	  Speakfree	  effective.	  	  For	  example,	  several	  subjects	  said	  it	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would	  be	  very	  effective	  if	  upper	  management	  engaged	  actively	  on	  the	  site.	  	  Others	  said	  it	  would	  only	  be	  effective	  if	  more	  employees	  were	  able	  to	  access	  it.	  	  	  	  	   The	  access	  issue	  was	  raised	  by	  five	  of	  the	  subjects	  interviewed	  as	  an	  obstacle	  to	  Speakfree’s	  effectiveness.	  	  The	  concern	  most	  often	  cited	  regarding	  access	  was	  that	  many	  casino	  employees	  do	  not	  have	  access	  to	  computers	  at	  work.	  	  	  PU,	  a	  Vice	  President	  explained	  that	  a	  lot	  of	  employees	  working	  in	  the	  casino	  work	  in	  service	  type	  jobs	  on	  the	  casino	  floor,	  in	  the	  restaurants	  or	  in	  the	  hotel	  so	  they	  do	  not	  have	  access	  to	  a	  computer	  at	  work.	  	  AF,	  a	  mid	  level	  manager	  also	  expressed	  his	  opinion	  that	  many	  employees	  do	  not	  have	  computers	  at	  home	  either.	  	  If	  employees	  do	  have	  computers	  at	  home,	  AF	  felt	  that	  the	  children	  or	  other	  members	  of	  the	  household	  often	  use	  the	  computers	  resulting	  in	  limited	  time	  for	  the	  employee	  to	  use	  it.	  	  PU,	  the	  vice	  president	  also	  felt	  that	  training	  was	  a	  concern	  in	  addition	  to	  access.	  	  He	  believes	  that	  many	  employees	  are	  not	  familiar	  with	  social	  networking	  in	  general	  or	  the	  Speakfree	  site	  in	  particular.	  	  	  	  	   Five	  interviewees	  expressed	  the	  opinion	  that	  the	  lack	  of	  postings	  and	  engagement	  by	  management	  inhibited	  the	  effectiveness	  of	  Speakfree.	  	  AF,	  a	  mid	  level	  manager	  thought	  Speakfree	  would	  be	  a	  great	  tool	  if	  management	  took	  the	  time	  to	  post	  things	  or	  to	  comment	  on	  the	  posts	  of	  others.	  	  He	  explained	  that	  he	  had	  posted	  pictures	  of	  parties	  and	  things	  that	  happened	  in	  the	  company	  but	  he	  “really	  didn’t	  get	  a	  reaction	  from	  the	  people	  that	  he	  wanted	  to.”	  	  He	  suggested	  things	  that	  would	  make	  Speakfree	  more	  effective	  like	  posting	  the	  daily	  newsletter.	  	  He	  also	  suggested	  that	  it	  could	  be	  used	  to	  highlight	  employee	  accomplishments.	  	  He	  explained	  that	  in	  the	  past	  the	  company	  had	  a	  monthly	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magazine	  that	  featured	  employees	  and	  “everyone	  couldn’t	  wait	  until	  it	  came	  out”.	  	  He	  described	  how	  employees	  enjoyed	  reading	  stories	  about	  themselves	  and	  their	  co-­‐workers.	  	  He	  suggested	  that	  Speakfree	  could	  be	  used	  to	  facilitate	  this	  type	  of	  employee	  recognition	  if	  managers	  and	  the	  Human	  Resources	  department	  made	  it	  a	  practice	  to	  feature	  employee	  accomplishments	  on	  a	  regular	  basis.	  	  	   Two	  themes	  emerged	  from	  the	  interviews	  regarding	  reasons	  that	  management	  did	  not	  actively	  engage	  on	  the	  site.	  	  One	  was	  time	  constraint	  and	  the	  other	  was	  the	  un-­‐willingness	  to	  reveal	  personal	  information	  about	  oneself	  or	  ones	  department	  in	  a	  public	  forum	  such	  as	  the	  Social	  Networking	  site.	  	  Four	  of	  the	  interviewees	  reported	  that	  they	  were	  too	  busy	  to	  access	  or	  post	  on	  the	  site	  regularly.	  	  	  More	  prevalent	  however	  was	  the	  expressed	  apprehension	  about	  revealing	  personal	  information	  on	  the	  site.	  	  Some	  subjects	  described	  their	  apprehension	  in	  terms	  that	  signify	  either	  directly	  or	  indirectly	  the	  emotion	  of	  fear.	  	  AC,	  a	  vice	  president,	  described	  himself	  as	  being	  “nosy”.	  	  He	  said	  that	  he	  enjoyed	  viewing	  what	  others	  had	  posted	  however	  he	  never	  actually	  posted	  anything	  himself.	  He	  said	  it	  is	  hard	  for	  upper	  management	  to	  “open	  themselves	  up	  to	  bashing.”	  	  He	  said	  he	  doesn’t	  even	  post	  comments	  on	  Facebook	  because	  he	  is	  afraid	  it	  could	  hurt	  people’s	  perception	  of	  him	  at	  work	  if	  they	  disagreed	  with	  his	  opinion	  on	  a	  topic.	  	  	  In	  discussing	  what	  he	  thought	  of	  using	  Speakfree	  for	  work	  communication	  he	  responded	  that	  he	  thought	  employees	  would	  “fear	  a	  little	  bit	  talking	  business	  even	  amongst	  each	  other	  that	  it	  might	  get	  out	  and	  opinions	  may	  be	  formed.”	  Another	  interviewee,	  NL	  a	  casino	  floor	  person,	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expressed	  several	  apprehensions.	  	  First	  he	  said	  that	  “honestly	  he	  didn’t	  feel	  comfortable	  accessing	  the	  site	  from	  work”	  because	  of	  it	  taking	  time	  away	  from	  business	  matters.	  	  He	  said	  he	  has	  limited	  access	  to	  the	  computer	  when	  working	  on	  the	  casino	  floor	  and	  when	  he	  works	  in	  the	  office	  he	  has	  a	  lot	  of	  work	  to	  get	  done	  in	  a	  limited	  amount	  of	  time.	  	  Additionally	  NL	  expressed	  concerns	  about	  sharing	  confidential	  information.	  He	  said	  he	  feels	  there	  are	  “certain	  things	  that	  everyone	  doesn’t	  need	  to	  see”.	  	  He	  used	  the	  example	  of	  the	  housekeeping	  department	  and	  the	  casino	  floor	  explaining	  that	  some	  things	  important	  to	  his	  job	  on	  the	  floor	  may	  not	  be	  important	  to	  housekeeping.	  	  He	  said	  there	  could	  be	  “detrimental	  consequences”	  of	  posting	  something	  about	  departmental	  issues	  publically	  for	  all	  departments	  to	  see.	  	  He	  said	  that	  posting	  these	  types	  of	  things	  on	  a	  social	  networking	  site	  could	  “come	  back	  to	  hurt	  someone.”	  MP,	  a	  front	  line	  employee	  said	  he	  is	  not	  comfortable	  posting	  anything	  on	  social	  networking	  sites	  because	  he	  “doesn’t	  want	  strangers	  knowing	  things	  about	  himself”.	  	  GS,	  another	  front	  line	  employee	  said	  that	  employees	  will	  not	  want	  to	  discuss	  sensitive	  issues	  on	  Speakfree	  because	  people	  will	  “fear	  retaliation”	  about	  things	  they	  might	  say.	  	  He	  said,	  “If	  you	  want	  to	  get	  a	  true	  answer	  it	  must	  be	  anonymous”.	  	  	  	  One	  employee,	  JB	  said	  he	  goes	  onto	  Speakfree	  when	  there	  is	  something	  posted	  that	  he	  wants	  to	  see	  but	  he	  is	  reluctant	  to	  share	  things	  about	  himself.	  	  He	  said	  he	  is	  “scared	  about	  it	  really.”	  	  In	  discussing	  his	  reluctance	  to	  share	  information	  about	  himself,	  he	  explained	  that	  he	  has	  heard	  “horror	  stories	  about	  personal	  information	  being	  released.”	  Finally,	  an	  executive	  level	  employee	  MH	  said	  that	  he	  thought	  people	  may	  be	  more	  willing	  to	  share	  information	  verbally	  through	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phone	  calls	  or	  face-­‐to-­‐face	  meetings.	  	  He	  felt	  they	  might	  be	  “afraid	  to	  put	  things	  in	  writing”.	  	  	   Another	  theme	  that	  emerged	  was	  that	  some	  interviewees	  seemed	  to	  view	  participation	  or	  lack	  of	  participation	  in	  social	  networking	  as	  an	  identity	  marker.	  For	  example	  JP	  a	  front	  line	  employee	  said	  he	  is	  “not	  a	  big	  social	  networking	  person”.	  	  He	  went	  on	  to	  explain	  that	  he	  only	  checks	  e-­‐mail	  once	  per	  month	  and	  his	  messages	  tend	  to	  back	  up.	  	  He	  also	  reported	  that	  he	  uses	  a	  “6	  year	  old	  cell	  phone”	  to	  further	  support	  his	  non-­‐technology	  persona.	  	  Another	  subject	  ES,	  while	  discussing	  social	  networking	  sites	  like	  Facebook,	  described	  himself	  as	  “not	  a	  fan	  of	  stuff	  like	  that.”	  	  He	  explained	  that	  he	  “cancelled	  his	  Facebook.”	  	  He	  said,	  “Facebook	  was	  a	  mess	  to	  me	  so	  I	  cannot	  connect	  to	  Speakfree.”	  Another	  subject	  MP,	  a	  line	  employee	  explained	  that	  he	  is	  “just	  not	  on	  the	  computer	  that	  much.”	  	  He	  explained	  that	  some	  people	  are	  on	  Facebook	  three	  or	  four	  hours	  per	  day	  but	  he	  is	  “not	  one	  of	  those	  people.”	  	  An	  executive	  level	  employee	  JAB,	  used	  a	  similar	  choice	  of	  words	  in	  explaining	  why	  he	  doesn’t	  even	  post	  comments	  on	  Facebook.	  	  He	  said,	  	  “I	  am	  not	  one	  for	  posting.”	  	  He	  further	  explained	  that	  he	  is	  “not	  a	  Facebook	  fan.”	  	  When	  asked	  why	  he	  replied,	  “I	  don’t	  know,	  it’s	  just	  too	  much	  information….	  I	  am	  not	  that	  way.”	  	  	  	   The	  identification	  with	  interest	  or	  lack	  of	  interest	  in	  social	  networking	  as	  an	  identity	  marker	  seemed	  to	  be	  limited	  to	  those	  who	  are	  not	  interested.	  	  Subjects	  who	  reported	  that	  they	  participate	  actively	  in	  social	  networking	  sites	  used	  terms	  of	  utility	  rather	  than	  terms	  of	  identity.	  For	  example,	  NO	  a	  line	  employee	  said	  he	  “plays	  games	  on	  Facebook.”	  	  NL	  said	  he	  “Follows	  news	  and	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magazine	  feeds”	  on	  Facebook	  but	  he	  doesn’t	  socialize.	  	  BW	  described	  Facebook	  as	  “a	  great	  way	  to	  communicate	  with	  friends	  and	  family.”	  	  	   	  	   The	  second	  purpose	  of	  the	  qualitative	  interviews	  was	  to	  gain	  an	  understanding	  of	  the	  importance	  of	  mentoring	  to	  employees	  and	  of	  whether	  or	  not	  the	  social	  networking	  site	  was	  effective	  in	  enhancing	  mentoring	  opportunities	  in	  the	  organization.	  Mentoring	  is	  something	  that	  is	  perceived	  as	  important	  by	  the	  interview	  subjects.	  	  Seventeen	  felt	  is	  was	  important	  or	  very	  important	  and	  only	  two	  felt	  it	  was	  not	  important.	  	  Respondents	  were	  split	  however	  on	  their	  opinion	  of	  whether	  or	  not	  a	  social	  networking	  site	  like	  Speakfree	  is	  an	  effective	  tool	  to	  enhance	  the	  mentoring	  relationship.	  	  Ten	  of	  those	  interviewed	  felt	  it	  was	  an	  effective	  tool,	  eight	  did	  not	  feel	  it	  was	  effective	  and	  one	  was	  unsure.	  	  	   The	  most	  commonly	  cited	  reason	  for	  Speakfree	  being	  effective	  in	  enhancing	  the	  mentoring	  relationship	  was	  that	  it	  provides	  a	  vehicle	  for	  employees	  to	  find	  an	  appropriate	  mentor.	  	  One	  mid-­‐level	  manager,	  BM	  felt	  that	  Speakfree	  would	  be	  useful	  to	  help	  employees	  form	  the	  initial	  connection	  in	  finding	  a	  mentor.	  	  He	  said	  that	  employees	  communicating	  on	  Speakfree	  with	  a	  prospective	  mentor	  could	  help	  employees	  to	  “break	  the	  ice	  and	  feel	  a	  bit	  more	  comfortable	  before	  approaching	  them	  in	  person.”	  Others	  thought	  that	  the	  ability	  to	  find	  someone	  with	  common	  interests	  by	  viewing	  profiles	  and	  posts	  on-­‐line	  could	  facilitate	  finding	  an	  appropriate	  mentor.	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   Those	  interview	  subjects	  that	  felt	  Speakfree	  would	  not	  be	  effective	  in	  enhancing	  the	  mentor/mentee	  relationship	  cited	  the	  need	  for	  face-­‐to-­‐face	  communication	  as	  being	  crucial.	  	  Two	  interviewees	  also	  explained	  that	  an	  important	  part	  of	  mentoring	  is	  enabling	  employees	  to	  confide	  in	  their	  mentors.	  	  They	  felt	  the	  public	  nature	  of	  social	  networking	  sites	  would	  inhibit	  this	  sharing	  of	  confidential	  feelings	  and	  information.	  	  	  	  	   In	  summary,	  interviewees	  agreed	  almost	  unanimously	  that	  communication	  with	  senior	  management	  and	  mentoring	  are	  very	  important	  to	  employee	  satisfaction.	  	  Most	  interviewees	  felt	  Speakfree	  could	  be	  effective	  in	  enhancing	  communication	  if	  management	  engaged	  actively	  on	  the	  site	  and	  employees	  had	  access	  to	  the	  site.	  	  Interviewees	  were	  almost	  equally	  split	  on	  whether	  Speakfree	  could	  be	  effective	  in	  enhancing	  the	  mentoring	  relationship.	  	  Those	  who	  felt	  it	  could	  be	  effective	  cited	  the	  ability	  to	  connect	  with	  a	  compatible	  mentor	  as	  the	  main	  benefit.	  	  Those	  who	  thought	  it	  would	  be	  ineffective	  felt	  face	  to	  face	  communication	  was	  more	  important	  in	  the	  mentoring	  relationship.	  	  The	  most	  common	  reasons	  cited	  by	  management	  for	  their	  lack	  of	  participation	  on	  the	  site	  were	  time	  constraints	  and	  an	  unwillingness	  to	  reveal	  information	  about	  themselves.	  	  Several	  managers	  expressed	  this	  as	  a	  fear	  of	  consequences	  of	  revealing	  information.	  	  Additionally,	  some	  interview	  subjects	  who	  reported	  an	  unwillingness	  to	  participate	  in	  social	  networking	  sites	  described	  it	  in	  terms	  of	  an	  identity	  marker.	  	  This	  finding	  was	  unique	  to	  non-­‐participants.	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4.4	  	  Social	  Network	  Analysis	  	  
	  Figure	  4.1	  Sociogram	  of	  Network	  Structure	  	  	  	   	  
	   The	  network	  analysis	  was	  completed	  three	  months	  after	  the	  Speakfree	  social	  networking	  site	  was	  implemented.	  	  	  The	  purpose	  of	  the	  network	  analysis	  was	  to	  evaluate	  the	  potential	  effectiveness	  of	  the	  network	  of	  relationships	  created	  by	  the	  social	  networking	  site	  in	  communicating	  information	  throughout	  the	  organization.	  No	  primary	  data	  was	  collected	  for	  the	  social	  network	  analysis.	  Instead,	  the	  communication	  logs	  among	  employees	  at	  the	  social	  networking	  site	  was	  reviewed	  to	  identify	  possible	  relationships,	  specifically,	  friendship	  ties.	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Figure	  4.1	  is	  a	  sociogram	  of	  the	  relationships	  (links)	  between	  employees	  (represented	  as	  square	  and	  round	  dots).	  	  	   The	  links	  (lines	  connecting	  the	  employees)	  represent	  friendship	  ties.	  The	  friendship	  ties	  represent	  the	  connection	  between	  pairs	  where	  one	  person	  has	  requested	  friendship	  and	  the	  other	  has	  accepted.	  	  It	  was	  not	  known	  who	  requested	  whom	  –	  so	  long	  as	  there	  is	  a	  reciprocated	  request,	  a	  tie	  exists	  between	  the	  two	  nodes.	  	  The	  nodes	  were	  coded	  with	  initials	  and	  the	  ties	  were	  coded	  with	  the	  binary	  values	  of	  0	  for	  no	  tie	  and	  1	  for	  a	  tie.	  	  The	  social	  network	  analysis	  was	  conducted	  of	  the	  entire	  network	  structure	  without	  isolating	  members	  of	  the	  research	  group	  or	  control	  group.	  	  For	  ethical	  reasons	  it	  was	  not	  feasible	  to	  identify	  those	  who	  participated	  or	  not	  participated	  in	  the	  research.	  	  .	  Isolates,	  those	  employees	  with	  no	  friendship	  ties,	  were	  removed	  from	  the	  network	  diagram	  for	  clarity	  purposes.	  The	  analysis	  provides	  relevant	  information	  in	  assessing	  the	  structure	  of	  the	  network	  that	  formed	  that	  can	  shed	  light	  on	  some	  of	  the	  findings	  but	  it	  cannot	  be	  compared	  directly	  to	  the	  findings	  from	  the	  surveys.	  	  	   The	  network	  structure	  was	  analyzed	  by	  reviewing	  density,	  degree	  centrality,	  and	  the	  formation	  of	  cliques.	  	  Density	  is	  a	  measure	  of	  the	  overall	  network	  structure	  that	  gives	  an	  indication	  of	  the	  ability	  of	  the	  network	  to	  effectively	  transmit	  information.	  Centrality	  and	  cliques	  are	  individual	  measures	  that	  are	  important	  in	  identifying	  potential	  bridges	  between	  departments	  and	  potential	  holes	  in	  the	  network	  that	  could	  inhibit	  information	  flow.	  	  These	  measures	  will	  be	  further	  explained	  in	  the	  discussion	  of	  findings	  below	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   Sixty-­‐eight	  of	  the	  one	  hundred	  and	  twenty	  six	  employees,	  represented	  by	  the	  network	  nodes,	  were	  identified	  to	  have	  friendship	  ties	  with	  at	  least	  one	  other	  employee.	  Consideration	  was	  given	  to	  the	  representation	  of	  various	  divisions	  in	  the	  organization.	  Table	  4.13	  shows	  the	  number	  of	  members	  by	  division.	  The	  Marketing	  division	  had	  the	  greatest	  number	  of	  active	  participants.	  	  	  Table	  4.13	  Number	  of	  Participants	  in	  Each	  Department	  	  
Division	   Number	  of	  Employees	   Node	  Color	  
Marketing	  /Player	  
Development	  	  
38	   Blue	  
Finance	  	   19	   Pink	  
Casino	  	  	   16	   Black	  
Food	  and	  Beverage	  	   12	   Gray	  
Executive	  	   10	  	   Red	  	  
Hotel	  	   8	   Dark	  Green	  	  
Security	   7	   Dark	  Gray	  	  
Maintenance	  	   4	   Aqua	  	  
Human	  Resources	  	   2	   Yellow	  
Miscellaneous	  	   10	   Light	  Green	  	  	   	  
	  	  
77	  
Network	  Density	  	   The	  Speakfree	  social	  network	  was	  analyzed	  as	  a	  symmetrical	  network	  with	  undirected	  ties.	  	  The	  ties	  are	  represented	  as	  undirected	  because	  it	  was	  not	  known	  who	  friend	  requested	  whom,	  only	  that	  a	  friendship	  tie	  exists.	  	  Although	  employees	  had	  the	  opportunity	  to	  request	  friends	  and	  the	  prospective	  friends	  had	  the	  opportunity	  to	  accept	  or	  ignore	  the	  friend	  request,	  this	  information	  was	  not	  practically	  retrievable	  from	  the	  social	  networking	  system	  that	  was	  developed.	  	  So	  if	  a	  friendship	  tie	  existed	  between	  two	  actors	  it	  was	  treated	  as	  undirected.	  	  The	  ties	  are	  symmetrical	  because	  they	  are	  common	  between	  the	  two	  employees.	  	  Once	  the	  friendship	  tie	  is	  formed	  both	  employees	  share	  that	  common	  bond.	  	  It	  is	  not	  possible	  for	  person	  A	  to	  be	  friends	  with	  person	  B	  but	  for	  B	  not	  to	  be	  friends	  with	  A.	  	  A	  density	  analysis	  was	  performed	  in	  UCINET	  (Borgatti,	  Everett,	  Freeman,	  2002),	  a	  software	  program	  used	  to	  analyze	  network	  data,	  to	  assess	  the	  density	  of	  the	  Speakfree	  network.	  Density	  is	  measured	  by	  calculating	  the	  number	  of	  ties	  that	  exist	  between	  nodes	  as	  a	  percentage	  of	  the	  total	  number	  of	  possible	  ties	  that	  could	  exist.	  It	  ranges	  from	  0%	  to	  100%	  (Hanneman,	  Riddle,	  2005).	  	  The	  results	  revealed	  that	  the	  network	  was	  sparsely	  connected	  with	  only	  20.34%	  density.	  	  This	  means	  that	  20.34%	  of	  all	  possible	  connections	  that	  could	  have	  been	  made	  between	  network	  actors	  had	  been	  made.	  	  This	  is	  a	  relatively	  low	  density	  score.	  	  The	  low	  density	  of	  the	  network	  is	  visually	  observable	  in	  the	  sociogram	  which	  shows	  that	  many	  nodes,	  especially	  on	  the	  outer	  edges	  of	  the	  diagram	  have	  very	  few	  connections.	  The	  density	  of	  the	  network	  impacts	  how	  easy	  it	  is	  to	  mobilize	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resources	  within	  the	  network.	  	  The	  Speakfree	  network	  at	  the	  time	  of	  the	  analysis	  would	  not	  be	  very	  effective	  in	  mobilizing	  resources	  towards	  accomplishing	  a	  company	  wide	  goal.	  	  This	  is	  consistent	  with	  the	  findings	  from	  the	  qualitative	  interviews	  that	  revealed	  employee	  access	  issues,	  reluctance	  of	  management	  to	  share	  information	  and	  overall	  low	  activity	  on	  the	  site.	  	  	  	   Centrality	  	   The	  Centrality	  of	  the	  Network	  Actors	  was	  analyzed	  using	  the	  following	  three	  different	  functions	  of	  UCINET:	  Freeman’s	  Degree	  Centrality,	  Bonacich’s	  Degree	  Centrality	  and	  Freeman’s	  betweenness	  centrality.	  	  Centrality	  is	  an	  individual	  measure	  of	  the	  power	  of	  each	  node	  in	  a	  network.	  	  In	  this	  study	  each	  node	  represents	  a	  person	  in	  the	  network.	  Nodes	  with	  more	  connections	  occupy	  a	  more	  central	  position	  in	  the	  network	  and	  can	  act	  as	  bridges	  or	  brokers	  between	  other	  employees	  (Hanneman,	  Riddle,	  2005).	  	  	  This	  is	  important	  in	  assessing	  the	  effectiveness	  of	  information	  flowing	  through	  the	  network.	  	  Each	  of	  the	  three	  measures	  represents	  different	  views	  of	  centrality.	  Ranking	  each	  node	  using	  all	  three	  methods	  provides	  a	  deeper	  understanding	  of	  the	  power	  of	  each	  node.	  	  If	  the	  node	  is	  central	  by	  all	  three	  measures	  it	  increases	  the	  likelihood	  that	  the	  node	  is	  truly	  powerful.	  Table	  4.14	  shows	  the	  top	  ten	  actors	  of	  each	  measure	  and	  their	  scores/rank.	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  Table	  4.14	  Centrality	  Ranking	  	  
Actor	  	   Position	  	   Freemans	  Degree	  Centrality	  
Value/Rank	  
Bonacich’s	  
Centrality	  	  
Freemans	  
Between-­‐
ness	  	  
Value/rank	   Value/rank	  
LR	   Box	  Office	  Manager	  	   58/1	   59/1	   163/3	  
JP	   Assistant	  to	  the	  President	   50/2	   51/2	   331/1	  
NB	  
Player	  Development	  Exec	   43/3	   44/3	   186/2	  
AE	   VP	  Casino	  Marketing	  	   40/4	   40/4	   116/5	  
CB	   Director	  of	  Marketing/PR	  	   40/5	   40/5	   108/6	  
JF	  
Director	  Special	  Events	  	   35/6	   36/6	   46/19	  
SM	  
Player	  Development	  Exec	   33/7	   34/7	   125/4	  
MH	  
Player	  Development	  Exec	  	   32/8	   33/8	   75/10	  
LP	   Telephone	  Operator	   31/9	   30/9	   71/11	  
RF	   Director	  F&B	   30/10	   31/10	   68/13	  
WP	  
Asst.	  Shift	  Manager	  Casino	  	   23/18	   27/18	   97/7	  
RB	   Executive	  Sous	  Chef	  	   21/22	   21/22	   89/8	  
DF	   Casino	  Manager	  	   15/32	   15/32	   82/9	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   Degree	  Centrality	  is	  an	  individual	  measure	  of	  the	  number	  of	  ties	  each	  actor	  has.	  If	  one	  individual	  actor	  has	  a	  high	  degree	  of	  centrality,	  that	  individual	  is	  responsible	  for	  controlling	  a	  high	  proportion	  of	  the	  flow	  of	  information	  through	  the	  network.	  	  This	  is	  not	  an	  ideal	  situation	  because	  although	  this	  individual	  can	  positively	  impact	  communication	  if	  they	  are	  an	  effective	  communicator,	  this	  individual	  may	  also	  act	  as	  a	  filter	  or	  a	  block	  to	  information	  flow.	  	  	  A	  more	  even	  distribution	  of	  ties	  is	  more	  desirable	  because	  it	  evenly	  distributes	  the	  power	  of	  each	  actor	  in	  the	  network.	  	  This	  could	  potentially	  reduce	  the	  possibility	  of	  one	  person	  inhibiting	  information	  flow.	  	  If	  the	  ties	  are	  more	  evenly	  distributed,	  and	  one	  node	  does	  not	  transmit	  information	  alternate	  paths	  exist	  reducing	  the	  dependence	  on	  the	  central	  node	  (Hanneman,	  Riddle,	  2005).	  	  	  This	  provides	  a	  more	  stable	  path	  for	  information	  to	  flow	  creating	  an	  environment	  where	  communication	  can	  be	  improved	  potentially	  increasing	  job	  satisfaction.	  	  	  	   In	  the	  Speakfree	  network	  several	  individuals	  have	  a	  very	  high	  degree	  of	  centrality	  thus	  a	  very	  high	  degree	  of	  power	  and	  influence.	  The	  top	  10	  individuals	  are	  listed	  in	  table	  4.14.	  Some	  of	  the	  most	  central	  actors	  in	  the	  Speakfree	  network	  are	  atypical	  of	  what	  would	  be	  expected	  based	  on	  their	  job	  function	  and	  company	  designated	  authority.	  	  For	  example,	  the	  most	  central	  actor	  in	  the	  network	  is	  surprisingly	  LR,	  the	  Box	  Office	  Supervisor	  with	  a	  centrality	  score	  of	  58.	  	  LR	  is	  represented	  by	  the	  crimson	  colored	  circle	  in	  the	  center	  of	  the	  sociogram	  in	  figure	  4.14.	  	  	  LR	  is	  not	  someone	  in	  the	  organization	  who	  would	  typically	  possess	  a	  lot	  of	  power	  or	  influence	  because	  of	  the	  position	  LR	  holds.	  	  LR	  has	  acquired	  this	  power	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and	  influence	  through	  the	  relationships	  	  forged	  with	  other	  actors.	  	  	  The	  second	  most	  central	  actor	  however	  JP,	  the	  assistant	  to	  the	  President	  with	  a	  score	  of	  50,	  is	  not	  surprising	  given	  her	  position	  of	  influence	  and	  power	  as	  the	  president’s	  assistant.	  	  JP	  is	  represented	  in	  the	  sociogram	  by	  the	  bright	  red	  colored	  circle	  just	  to	  the	  right	  of	  center	  in	  the	  sociogram	  in	  figure	  4.1.	  	  The	  nature	  of	  the	  work	  that	  JP	  does	  as	  a	  gatekeeper	  with	  phone	  calls	  and	  mail	  distribution	  coupled	  with	  her	  close	  personal	  access	  to	  the	  president	  gives	  JP	  power	  and	  influence	  regardless	  of	  the	  network	  JP	  has	  established.	  	  Only	  one	  Vice	  President,	  a	  position	  that	  is	  typically	  expected	  to	  have	  the	  most	  power	  and	  influence	  appears	  in	  the	  top	  10.	  	  In	  this	  case	  it	  is	  AE,	  the	  Vice	  President	  of	  Casino	  Marketing.	  	  As	  explained	  above	  this	  person	  enthusiastically	  embraced	  the	  idea	  of	  a	  Social	  Network	  for	  employees.	  	  	   Bonacich’s	  centrality	  measure	  differs	  from	  Freeman’s	  in	  that	  it	  considers	  the	  centrality	  of	  each	  actor’s	  connections	  in	  addition	  to	  just	  the	  centrality	  of	  the	  actor.	  	  	  This	  assumes	  that	  actors	  with	  connections	  that	  have	  many	  ties	  are	  more	  powerful.	  	  	  Bonacich’s	  measure	  is	  preferable	  since	  it	  is	  an	  improvement	  on	  the	  raw	  degree	  measure.	  	  In	  the	  case	  of	  the	  Speakfree	  network	  very	  little	  variance	  exists	  between	  the	  Freemen	  measure	  of	  degree	  and	  the	  Bonacich’s	  measure.	  	  	  This	  may	  be	  because	  the	  structure	  of	  the	  network	  has	  a	  strong	  core,	  which	  is	  densely	  connected	  to	  each	  other.	  	  The	  Core	  Periphery	  structure	  will	  be	  discussed	  later.	  	  	   Betweenness	  must	  be	  considered	  in	  evaluating	  centrality	  and	  the	  power	  of	  individual	  network	  actors.	  	  An	  actor	  with	  high	  betweenness	  is	  one	  that	  falls	  within	  the	  geodesic	  paths	  between	  other	  pairs	  of	  actors	  in	  the	  network.	  	  The	  actor	  with	  betweenness	  centrality	  can	  control	  the	  flow	  of	  information	  to	  all	  actors	  on	  whose	  path	  he	  falls.	  	  Consequently	  the	  more	  paths	  on	  which	  he	  falls,	  the	  more	  power	  he	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has	  in	  transmitting	  or	  blocking	  information.	  Actors	  with	  high	  betweenness	  often	  act	  like	  brokers	  between	  other	  actors.	  	  	  	   In	  the	  Speakfree	  network	  there	  are	  several	  actors	  with	  a	  high	  betweenness	  score	  but	  one	  that	  is	  particularly	  powerful	  and	  influential.	  	  JP,	  the	  assistant	  to	  the	  president,	  has	  a	  betweenness	  score,	  which	  is	  significantly	  higher	  than	  others	  in	  the	  network.	  Because	  of	  this	  JP	  is	  in	  a	  position	  to	  broker	  between	  departments.	  	  	  This	  can	  be	  a	  positive	  use	  of	  JP’s	  	  power	  and	  influence.	  	  JP	  has	  the	  potential	  to	  quickly	  distribute	  information	  from	  the	  president	  to	  employees	  that	  can	  reach	  most	  key	  departments	  in	  the	  company	  through	  JP’s	  dense	  ties	  on	  the	  Speakfree	  network.	  	  	  Conversely,	  JP’s	  position	  of	  power	  and	  influence	  could	  also	  be	  an	  obstruction	  to	  information	  flow.	  	  JP	  could	  potentially	  act	  as	  a	  filter	  between	  employees	  and	  the	  president	  blocking	  key	  information	  from	  flowing	  upwards.	  	  The	  president	  is	  the	  most	  powerful	  person	  in	  the	  organization.	  	  By	  being	  the	  bridge	  between	  the	  president	  and	  all	  other	  employees	  in	  the	  company,	  the	  power	  of	  JP	  is	  extremely	  high.	  	  	   In	  Summary,	  the	  Speakfree	  network	  had	  several	  actors	  with	  high	  degrees	  of	  power	  because	  of	  their	  central	  position	  in	  the	  network.	  	  This	  could	  potentially	  result	  in	  poor	  communication	  if	  the	  actors	  in	  power	  choose	  to	  filter	  information.	  	  This	  is	  consistent	  with	  the	  finding	  of	  the	  decrease	  in	  satisfaction	  through	  the	  decrease	  in	  the	  subcategory	  of	  communication.	  	  Additionally	  the	  power	  that	  was	  acquired	  by	  LR	  is	  an	  example	  of	  an	  increase	  in	  social	  capital.	  	  LR’s	  position	  in	  the	  company	  because	  of	  LR’s	  job	  is	  not	  one	  of	  high	  power.	  	  If	  not	  for	  LR’s	  participation	  on	  the	  social	  networking	  site,	  LR	  would	  not	  have	  the	  same	  degree	  of	  power	  or	  influence.	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   Cliques	  	   An	  understanding	  of	  cliques	  is	  important	  in	  understanding	  how	  effectively	  subgroups	  will	  interact	  with	  each	  other.	  	  A	  clique	  is	  a	  group	  within	  a	  network	  where	  members	  of	  the	  group	  are	  tied	  to	  all	  other	  members	  in	  the	  group	  (Hanneman,	  Riddle,	  2005).	  Densely	  connected	  groups	  will	  tend	  to	  exhibit	  solidarity	  and	  if	  there	  is	  no	  overlap	  with	  other	  groups	  this	  can	  lead	  to	  conflict	  between	  groups.	  	  When	  overlap	  exists	  however	  it	  is	  less	  likely	  that	  conflict	  will	  result.	  	  Additionally	  where	  there	  is	  overlap	  mobilization	  of	  resources	  may	  spread	  more	  rapidly	  across	  the	  entire	  network.	  	  	  	   The	  Speakfree	  Network	  at	  the	  time	  of	  the	  analysis	  had	  nine	  cliques	  with	  a	  set	  size	  of	  ten	  or	  more	  actors.	  	  An	  exceptional	  amount	  of	  overlap	  exists	  between	  cliques.	  	  Five	  of	  the	  actors	  are	  in	  all	  nine	  cliques.	  	  Four	  of	  the	  remaining	  actors	  in	  the	  subgroups	  are	  in	  five	  or	  more	  cliques	  and	  the	  remaining	  five	  actors	  are	  in	  two	  to	  four	  cliques.	  	  See	  Table	  4.15	  for	  a	  breakdown.	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Table	  4.15	  Actors	  in	  Cliques	  	  
Actor	  	   Title	  	  
Number	  of	  
Cliques	  	  
JP	   Asst	  to	  the	  President	   9	  
RV	   Call	  Center	  Supv	   9	  
CB	  
Director	  Media	  Marketing/PR	   9	  
NB	  	  
Player	  Development	  Exec	  	   9	  
ACA	   VP	  Player	  Development	  	   9	  
SM	   Dir	  Player	  Development	  	   8	  
AE	   VP	  Casino	  Marketing	  	   7	  
GFR	  
Director	  Player	  Development	  	   7	  
LR	   Box	  Office	  Manager	  	   5	  
JF	   Marketing	  	   4	  
LRO	   Butler	  	   4	  
VT	   Supervisor	  Call	  Center	  	   3	  
MM	   Junket	  Specialist	  	   3	  
VV	  
Player	  Development	  Exec	  	   2	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   Although	  the	  Player	  Development	  department	  is	  the	  most	  prominent	  of	  the	  departments	  represented	  in	  the	  cliques	  there	  are	  six	  other	  departments	  represented	  including	  Box	  Office,	  Special	  Events,	  Call	  Center,	  Telephone	  Operators,	  and	  Executive.	  	  	  Interestingly	  the	  five	  actors	  that	  are	  in	  all	  9	  cliques	  are	  a	  fairly	  diverse	  group	  including	  	  	  	  one	  from	  Executive,	  two	  from	  Player	  Development,	  one	  from	  the	  Call	  Center	  and	  one	  from	  Media	  Marketing/PR.	  	  These	  five	  employees	  have	  connections	  outside	  of	  the	  cliques	  so	  they	  act	  as	  bridges	  between	  the	  various	  cliques	  as	  well	  as	  from	  the	  cliques	  to	  other	  departments.	  	  This	  improves	  communication	  flow	  and	  reduces	  the	  potential	  for	  conflict	  between	  subgroups.	  	  	  	   One	  potential	  hole	  in	  the	  network	  (i.e.	  the	  absence	  of	  a	  tie	  between	  key	  nodes)	  exists	  in	  the	  absence	  of	  a	  key	  player	  from	  any	  of	  the	  cliques.	  	  RF,	  the	  Director	  of	  Food	  and	  Beverage	  had	  a	  rank	  of	  ten	  in	  Degree	  Centrality	  and	  a	  rank	  of	  thirteen	  in	  betweenness	  centrality.	  	  These	  are	  relatively	  high	  ranks	  in	  comparison	  to	  other	  actors	  in	  the	  network.	  	  RF	  is	  not	  represented	  in	  any	  of	  the	  cliques	  nor	  is	  any	  other	  representative	  from	  the	  Food	  and	  Beverage	  department.	  	  This	  represents	  a	  hole	  in	  the	  network	  that	  could	  potentially	  result	  in	  conflict	  and	  poor	  information	  flow.	  	  The	  strong	  cohesion	  of	  the	  cliques	  could	  isolate	  the	  Food	  and	  Beverage	  department,	  which	  may	  result	  in	  conflict	  or	  poor	  communication	  flow.	  	  Core	  Periphery	  	   The	  Speakfree	  Network	  has	  a	  classic	  core	  periphery	  structure	  with	  a	  high	  density	  of	  67%	  in	  the	  core	  and	  a	  low	  density	  of	  4%	  in	  the	  periphery.	  This	  is	  visually	  depicted	  in	  the	  sociogram	  in	  figure	  4.13.	  	  The	  nodes	  on	  the	  periphery	  or	  outer	  edges	  of	  the	  diagram	  have	  much	  fewer	  ties	  joining	  them	  than	  the	  nodes	  in	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the	  center.	  	  The	  nodes	  in	  the	  center	  have	  so	  many	  ties	  that	  the	  diagram	  appears	  darker	  in	  the	  center.	  	  Because	  of	  the	  high	  density	  in	  the	  core,	  this	  group	  will	  be	  able	  to	  coordinate	  acts	  and	  mobilize	  resources	  better	  than	  those	  actors	  in	  the	  periphery.	  	  The	  representation	  of	  various	  departments	  in	  the	  core	  of	  the	  Speakfree	  network	  creates	  an	  advantage	  for	  communication	  on	  the	  network.	  	  	  	   Speakfree’s	  core	  consists	  of	  the	  thirty	  actors	  including	  twenty-­‐one	  females	  and	  nine	  males.	  As	  in	  other	  areas	  of	  this	  network,	  Player	  Development	  is	  the	  predominant	  division	  but	  most	  other	  divisions	  are	  represented.	  	  The	  following	  is	  a	  breakdown	  of	  actors	  in	  the	  core.	  	  	  	  Table	  4.16	  	  	  Actors	  in	  the	  Core	  	  
Division	   Number	  of	  Actors	  	  
Player	  Development	   9	  
Marketing	   7	  
Casino	   3	  
Executive	   2	  
Food	  and	  Beverage	   2	  
Finance	   2	  
Human	  Resources	   2	  
Hotel	   2	  
Box	  Office	   1	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   Each	  division	  in	  the	  company	  has	  at	  least	  one	  member	  represented	  in	  the	  core.	  	  This	  creates	  an	  environment	  where	  bridges	  exist	  that	  can	  join	  departments	  and	  improve	  communication	  flow.	  	  This	  increases	  the	  ability	  to	  mobilize	  resources	  in	  response	  to	  accomplishing	  company	  objectives	  and	  improves	  the	  speed	  of	  information	  distribution.	  	  	   	  In	  summary,	  
• The	  Speakfree	  network	  had	  low	  density	  indicating	  it	  would	  not	  be	  effective	  in	  improving	  communication	  	  
• Several	  employees	  had	  exceptionally	  high	  centrality	  increasing	  the	  potential	  for	  them	  to	  inhibit	  information	  flow.	  	  
• Nine	  cliques	  formed	  but	  the	  cliques	  had	  a	  high	  number	  of	  overlapping	  nodes,	  which	  reduces	  the	  likelihood	  of	  conflict	  and	  improves	  communication	  between	  cliques.	  	  
• Although	  overall	  density	  was	  low	  the	  network	  had	  a	  strong	  core	  with	  each	  division	  represented	  indicating	  that	  the	  core	  could	  be	  effective	  in	  transmitting	  information	  throughout	  the	  organization.	  	  	   These	  findings	  suggest	  that	  the	  network	  had	  the	  potential	  to	  improve	  communication	  in	  the	  organization	  because	  of	  its	  strong	  core	  and	  overlapping	  nodes.	  	  The	  low	  density	  of	  the	  network	  overall	  clearly	  is	  a	  function	  of	  the	  low	  activity	  on	  the	  site	  that	  was	  revealed	  in	  the	  quantitative	  and	  qualitative	  analysis.	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4.5	  	  Review	  of	  Page	  Views	  and	  Site	  Visits	  	  	   Activity	  on	  the	  social	  networking	  site	  was	  high	  in	  the	  beginning.	  	  One	  hundred	  people	  joined	  the	  network	  in	  the	  first	  week	  and	  visitation	  to	  the	  site	  remained	  high	  in	  the	  first	  few	  months	  after	  rollout.	  	  When	  specific	  contests	  were	  posted	  on	  the	  social	  networking	  site	  activity	  increased	  noticeably.	  	  	  In	  November	  a	  Halloween	  photo	  contest	  was	  held,	  in	  February	  a	  Super	  Bowl	  contest	  and	  in	  April	  a	  spring	  photo	  contest.	  	  	  	  Visitors	  and	  page	  views	  were	  high	  during	  those	  contest	  periods.	  Additionally,	  the	  president	  of	  the	  company	  only	  posted	  one	  comment	  on	  the	  site	  and	  it	  was	  in	  the	  month	  of	  October.	  	  His	  post	  generated	  a	  relatively	  high	  level	  of	  activity.	  	  Sixteen	  people	  commented	  on	  his	  post	  and	  11	  people	  liked	  it.	  	  	  	   Both	  the	  response	  to	  the	  president’s	  post	  and	  the	  increase	  in	  activity	  when	  contests	  were	  posted	  on	  the	  site	  supports	  the	  findings	  of	  the	  qualitative	  analysis	  that	  employees	  believed	  Speakfree	  could	  be	  an	  effective	  tool	  for	  enhancing	  communication	  if	  management	  participated	  and	  engaged	  on	  the	  site.	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  Figure	  4.2	  Number	  of	  Site	  Visitors	  by	  Month	  	  
	  
	  
	  
Figure	  4.3	  Page	  Views	  by	  Month	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4.6	  Chapter	  Summary	  	  
	   The	  results	  of	  the	  quantitative	  analysis	  showed	  a	  statistically	  significant	  decline	  in	  satisfaction	  scores	  in	  the	  subcategory	  of	  communication	  among	  participants	  in	  the	  research	  group	  with	  no	  significant	  changes	  in	  commitment.	  	  These	  declines	  were	  most	  prominent	  among	  salaried	  or	  supervisor	  level	  employees.	  	  An	  increase	  in	  social	  capital	  was	  found	  in	  the	  research	  group.	  	  	   Qualitative	  Interviews	  revealed	  that	  employees	  viewed	  communication	  with	  management	  and	  mentoring	  as	  very	  important.	  	  Employees	  felt	  that	  Speakfree	  could	  be	  effective	  at	  improving	  communication	  if	  management	  engaged	  on	  the	  site	  and	  if	  employees	  had	  adequate	  access.	  	  Employees	  were	  split	  on	  whether	  or	  not	  Speakfree	  would	  be	  effective	  in	  enhancing	  mentoring	  relationships.	  	  The	  most	  common	  reasons	  cited	  by	  management	  for	  their	  lack	  of	  participation	  on	  the	  site	  were	  time	  constraints	  and	  an	  unwillingness	  to	  reveal	  information	  about	  themselves.	  	  	   The	  social	  network	  analysis	  suggested	  that	  the	  network	  had	  the	  potential	  to	  
improve	  communication	  in	  the	  organization	  because	  of	  its	  strong	  core	  and	  
overlapping	  nodes	  among	  subgroups.	  	  The	  low	  density	  of	  the	  network	  overall	  however	  
suggested	  that	  it	  was	  ineffective.	  	  Network	  Density	  was	  impacted	  by	  low	  activity	  on	  
the	  site.	  	  
	   Activity	  on	  the	  site,	  measured	  by	  the	  number	  of	  page	  views	  and	  visitors,	  clearly	  
increased	  when	  management	  engaged	  on	  the	  site	  and	  content	  of	  employee	  interest	  
was	  posted.	  	  
	   The	  implications	  of	  the	  above	  findings	  will	  be	  discussed	  in	  the	  final	  chapter.	  
	  	  
91	  
CHAPTER	  5	  FINDINGS	  CONCLUSIONS	  AND	  RECOMMENDATIONS	  	  	  
5.1	  	  Introduction	  	  
	  
	  	   The	  purpose	  of	  this	  study	  was	  to	  evaluate	  the	  efficacy	  of	  using	  online	  social	  networking	  in	  an	  organization	  for	  employee	  communication.	  	  The	  study	  was	  conducted	  as	  a	  field	  experiment	  that	  was	  designed	  to	  assess	  whether	  an	  employer 
sponsored on-line social networking site in an organization could potentially become a 
community of practice.   The theory being tested was that workers interacting on the 
site could become part of the community through apprenticeship and experience a 
heightened feeling of belonging in the organization.   By participating on the site 
workers could potentially increase their social capital, commitment to the company, 
and job satisfaction. 
   
5.2  Summary of the Study 
 Communication in large organizations between top management and employees 
is challenging because of hierarchical structure, shift work, globalization, and 
management time constraints.  Technological advances continue to provide new 
mediums for organizational communication that supplement or replace traditional 
methods.  Online social networking is an emerging platform that has been adapted by 
companies for customer communication.  This is apparent in that many hospitality 
organizations now have Facebook pages, YouTube channels and Twitter feeds where 
customers regularly engage and interact with company representatives.    Social 
Networking could potentially be used to enhance communication with employees.  
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Community of practice theory is at the center of the theoretical framework for 
this study in the context of workers	  engaging	  in	  the	  online	  social	  networking	  site	  and	  becoming	  accepted	  into	  the	  community	  through	  the	  process	  of	  apprenticeship	  or	  mentoring.	  	  Mentoring	  has	  been	  associated	  with	  increases	  in	  organizational	  commitment	  and	  job	  satisfaction.	  Social	  capital	  theory	  is	  also	  of	  importance	  because	  Social	  capital	  has	  been	  associated	  with	  increases	  in	  job	  satisfaction.	  	  Debates	  exist	  about	  whether	  online	  communication	  results	  in	  increased	  or	  decreased	  social	  capital.	  	  Prior	  research	  on	  Social	  Networking	  for	  employee	  communication	  has	  tended	  to	  focus	  mainly	  on	  increases	  in	  productivity	  through	  collaboration	  and	  knowledge	  sharing	  (Duta	  &	  Fraser,	  2009;	  Ferreira	  &	  Plessis	  2009;	  Hastings,	  2009;	  Violino,	  2008).	  	  	  The	  overall	  impact	  on	  organizational	  effectiveness	  through	  company	  commitment	  and	  job	  satisfaction	  however	  is	  still	  unknown. 
In view of the above, this study sought to explore the following questions:	  	  
1.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  employee	  commitment	  to	  the	  
organization?	  	  	  
	  
2.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  job	  satisfaction?	  	  	  
3.	  	  What	  is	  the	  nature	  of	  the	  relationship	  if	  any	  between	  participation	  in	  
an	  on-­‐line	  social	  networking	  site	  and	  Social	  Capital?	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 A customized online social networking site was developed and implemented at 
the host company, a casino hotel in a large eastern city with 1,959 employees.  Prior to 
implementation a pre-survey of both a research group and a control group was collected 
that was designed to measure employees job satisfaction, and commitment to the 
company.  After the social networking site was active for nine months, a post survey 
was conducted of those employees that completed the pre-survey.  The post survey of 
the research group that participated in the online social networking site included 
additional questions designed to measure social capital.  Qualitative interviews were 
conducted of a random sample of employees in the research group who completed the 
post survey.  The purpose of the interviews was to gain an understanding of employee 
views on communication with management and mentoring as well as the effectiveness 
of the online social networking site in enhancing communication and the mentoring 
relationships in the organization.  Additionally a social network analysis was conducted 
of the online social network to evaluate the friendship ties of participating employees 
and assess the effectiveness of the network in enhancing communication.  	   	  Of	  the	  seven	  hundred	  pre-­‐surveys	  that	  were	  distributed	  one	  hundred	  eight	  were	  returned.	  This	  represents	  a	  15%	  response	  rate.	  	  	  Post	  surveys	  were	  distributed	  to	  all	  one	  hundred	  eight	  employees	  nine	  months	  after	  the	  social	  networking	  site	  was	  implemented.	  	  Sixty-­‐one	  surveys	  were	  returned	  but	  only	  forty-­‐three	  could	  be	  used	  in	  the	  data	  analysis	  because	  eighteen	  did	  not	  perform	  as	  agreed	  to	  in	  the	  pre	  survey	  stage.	  	  Thirty-­‐one	  were	  from	  the	  control	  group	  and	  twelve	  were	  from	  the	  research	  group.	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   Of	  the	  thirty	  randomly	  selected	  employees	  that	  were	  contacted	  with	  a	  request	  to	  be	  interviewed	  for	  the	  post	  participation	  qualitative	  portion	  of	  the	  study,	  nineteen	  agreed	  and	  were	  actually	  interviewed.	  	  	   One	  hundred	  and	  twenty	  six	  employees	  were	  active	  on	  the	  network	  at	  the	  time	  of	  the	  social	  network	  analysis.	  	  	  
5.3	  	  Summary	  of	  the	  Findings	   
 No significant relationship was found between participation in the on-line social 
networking site and employee commitment to the organization.  A negative relationship 
was found between participation in the on-line social networking site and the 
satisfaction subcategory of communication.  This relationship was found to be 
marginally significant. The greatest decrease in satisfaction post implementation was 
among salaried employees for overall satisfaction and for the subcategories of 
communication and rewards.  The decreases in overall satisfaction as well as in rewards 
and communication were found to be significant. Employees who participated in the 
on-line social networking site experienced an increase in social capital as indicated by 
the number of participants who reported new friendships, the strength of the friendship 
ties, and subsequent face-to-face meetings.   Seven of the twelve participants in the on-
line social networking site as part of the research group reported an increase in friends 
ranging from 4 – 24.  Four of the subjects subsequently met face to face with 1 – 4 of 
these new friends.  Seven of the participants rated the strength of the ties formed from 1 
– 3 indicating moderate strength of the ties.  
 Activity levels on the social networking site were relatively low indicating a 
poor investment in community social capital.  Eight out of twelve of the participants 
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visited only once per week.  All participants spent less than one hour per week viewing 
the activity of others.  Many never posted on the site and those who did post reported 
only posting between 1 – 4 times per week.   
 The qualitative analysis of the face-to-face interviews revealed that employees 
in the organization view communication with senior management as very important.  
Many employees believed that an online social networking site could be an effective 
tool in enhancing this type of interaction; as long as senior management engages 
actively on the site and employees have access to the site. Two barriers that prevented 
management from actively engaging on the site were lack of time and a reluctance to 
reveal personal information about oneself on the site.  The reluctance of several of the 
management employees interviewed rose to the level of fear of participation leading to 
negative outcomes. The interviews also revealed that mentoring is important to many 
employees.  Many employees felt that an on-line social networking site could be 
effective in helping employees to find compatible mentors but only if management 
engaged on the site.  Employees felt that it may not be as effective in strengthening the 
mentor/mentee relationship however because face-to-face communication and the 
ability to confide confidential information to ones mentor are important aspects of 
building a strong relationship.  
 The structure of the social network that formed online was sparsely connected 
with low network density so it may not be as effective in mobilizing resources towards 
accomplishing a company wide goal, as a dense network could   The network had a 
core periphery structure however with a strong core with representatives from all of the 
various departments in the organization.  This creates an advantage for communicating 
information effectively throughout the company.  Although several cliques formed in 
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the network there was significant overlap of key individuals in several cliques.  This 
results in bridges that may be formed between cliques reducing conflict and improving 
information flow.  
 
5.4  Theoretical Implications of the Findings  
 The increase in social capital found in this study was in the form of increased 
number of friends that was facilitated by the interaction in the on-line social networking 
site. This supports the findings of Nan Lin (1999) and Wellman Haase, Witte, & 
Hampton (2001) that on-line interaction increases social capital acquisition by 
providing an additional vehicle for such acquisition.  The additional friendships formed 
could potentially provide individual benefits like finding jobs or advancing careers 
(Burt, 1992; Fischer, 1977) or it could result in outstanding favors that have value 
because of the expectation of reciprocation (Coleman, 1998;Nan Lin, 1999).  This type 
of social capital however represents little value from an organizational perspective.  
The low participation on the network was an impediment to information sharing which 
is one of the key benefits of organizational social capital (Coleman 1988; Katz & 
Lazarsfeld, 1955; Levy translated by Bononno, 1997).   
 Although an increase in social capital was found among participants it did not 
translate into job satisfaction as was found by (Ahmadi, Ahmadi, Zandieh, 2011; 
Requena, 2002).  Both studies show that the primary link between social capital and job 
satisfaction is through the trust variable.  Although the survey did not measure trust 
directly some of the comments from the qualitative interviews indicated that trust was 
lacking in the organization.   Many employees expressed fear of participating in the 
online social networking site describing a feeling that something said on-line could hurt 
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an individual.  This suggests employees do not trust others in the organization enough 
to honestly express themselves.  
  As explained in Chapter 1, community of practice theory was the center of the 
theoretical framework for this study because a company focused on-line social 
networking site in an organization if operating effectively could become a fully 
functioning community of practice as defined by Wenger, McDermott, and Snyder 
(2002).  Benefits that have been associated with communities of practice like improved 
mentoring, and information sharing could potentially lead to increased job satisfaction 
and commitment to the organization. The low amount of activity on the site and lack of 
relevant posting by management prevented a fully functioning community of practice 
from forming.  Limited opportunities for mentorship existed and the low activity and 
lack of frequent posting made the site unappealing resulting in further decreases in 
activity as time progressed.  The balance of participation and reification so crucial to a 
successful community of practice (Wenger, 1998) never materialized.    
 One possible explanation for the reluctance of management to post information 
on the site could be related to their comfort level with the traditional hierarchical 
structure of the organization.  Hierarchies are characterized by clear lines of authority 
and clearly defined sets of rules (Weber, 1966).  The structure of a social networking 
site however disregards these lines and rules.  The typical flow of information in a 
hierarchy is downward from supervisor to subordinate or upward from subordinate to 
supervisor through a clearly established chain of command.  In an on-line social 
networking site however, communication flows freely between all employees 
regardless of their position so the chain of command is disregarded.  A hierarchical 
structure was in place at the host organization for this study.  If management was 
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comfortable with this structure it could lead to reluctance of management to utilize the 
site.  Additionally relationships in a hierarchy are impersonal (Weber, 1966) in order to 
promote fairness and equal treatment.  Social networking sites typically involve sharing 
personal information which conflicts with this characteristic of a hierarchy.  This could 
also explain the reluctance of management to participate.  
 The network analysis revealed that the structure of the network formed in the 
study created bridging social capital as defined by Putnam (2000).  The low level of 
activity and moderate rating of the friendship ties however suggests a lack of bonding 
social capital. According to Putnam (2000), bonding social capital is what provides 
strong in-group loyalty.  The lack of bonding social capital in this study explains why 
although social capital increased, commitment to the organization did not increase 
significantly. 
 Management level employees in an organization are considered experts or 
masters in their field and are typically those people who employees turn to for 
mentoring. Without their participation on the social networking site, the potential for 
employees to learn from a master was reduced so the potential for apprenticeship or 
mentoring was inhibited.  Because mentoring opportunities did not materialize on the 
social networking site, the anticipated increase in job satisfaction and commitment that 
has been associated with mentoring (Chao, Watz and Gardner, 1992; Mobley, Jaret, 
Marsh & Lim, 1994) also did not materialize.  
 Additionally without management participation the negotiation of meaning that 
takes place in a community of practice becomes less relevant to the organization.  The 
balance of participation and reification that is the cornerstone of a community of 
practice (Wenger, 1998) becomes one sided with participation but not enough 
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reification.  Without management’s infusion of knowledge into the network, employees 
will negotiate their own meaning resulting in understanding that may be divergent from 
the mission and vision of the organization.  According to Wenger, joint enterprise that 
is mutually negotiated is the “source of community coherence” (Wenger, 1998, p.77).   
Without the mutually negotiated meaning, coherence in the community did not occur 
further supporting the reason for the lack of bonding social capital.  
 The most interesting finding in the study is that participation in the on-line 
social networking site was related to a statistically significant decrease in the 
satisfaction subcategory of communication, as evidenced by the Mann Whitney test. 
Three trends that emerged in the qualitative interviews that explain this finding are the 
lack of time to participate on the site, the fear of sharing information on the site, and the 
disappointment expressed by participants in the lack of postings by management on the 
site. This contradicts other studies that found positive relationships between on-line 
social networking and information exchange (Duta &Fraser, 2009; Ferreira & Plessis, 
2009; Hastings, 2009)  
 Communication scores of both the research group and the control group were 
relatively low even before the implementation of the social networking site with more 
than 60% of the population in the pre-survey rating it at a three or below.  The 
marginally significant decrease in the satisfaction subcategory of communication in the 
Research Group indicates that participation on the social networking site made the 
perception of communication in the organization even worse.  This suggests that the 
computer mediated social network made the lack of communication in the organization 
more apparent to both management and employees.  What may have been a general 
feeling among employees that communication was poor pre-implementation of the on-
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line social networking site, was later documented for all participants to see post 
implementation. The newsfeed of the social networking site included a date for each 
posting, which provided evidence of the lack of participation.  For example if an 
employee accessed the site one time per week they would be able to see the dates of the 
last post in their newsfeed.  Because activity was so low, it is likely that the post would 
not be current and employees might see little change between viewings.   Additionally, 
a human resources representative posted the daily employee information sheet that is 
produced by the Human Resources department, to the social networking site.  Even 
though this information sheet was prepared daily it was only posted to the social 
Networking site occasionally.  So employees would see outdated information making it 
apparent that communication was lacking.  The comments by employees in the 
qualitative interviews, that the lack of management participation on the social 
networking site was the reason for poor participation further supports this finding.  
 The positive roll out of the social networking site may have elevated the 
expectation among employees of improved communication.  When management did 
not participate as expected it may have further supported the view that communication 
was poor in the organization.  So in this sense, the computer mediated communication 
actually worsened employee’s perception of communication in the organization.    
 The decline in the satisfaction subcategory of communication was most 
pronounced among salaried employees, which represents management. In the 
qualitative interviews managers expressed their view that they did not participate 
because of time constraints and the fear of postings resulting in negative consequences 
to their standing in the organization.  It is logical that this could result in decreased 
satisfaction.  The nature of management work is such that there is always a backlog of 
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work to be completed so priorities must be set and some work must wait while the most 
pressing tasks are handled.  In todays business world where staffing levels are at the 
lowest rate in years managers and employees are being asked to do more with less.  As 
some employees are laid off because of cost cutting those that remain must pick up the 
work that is left undone. The on-line social networking site gave management one more 
task to complete in an already busy workload.  Additionally, management may have 
felt pressured to post even though they were uncomfortable with it because they knew it 
was expected of them. This supports Krauts view of the Internet paradox where on-line 
interaction degrades psychological well being (Kraut, Patterson, Lundmark, Kiesler, 
Mukophadhyay, and Scherlis, 1998).   
 Community of practice theory applied to business organizations generally does 
not consider rank as relevant to the formation of a community of practice.  
Communities of practice in the business context are described as more “loosely 
connected informal and self managed than business units, even when they are highly 
institutionalized.  They are based on collegiality and not reporting relationships and 
membership depends on participation rather than institutional affiliation” (Wenger, 
McDermott, Snyder,  2002, P. 41).  This study revealed the importance that employees 
place on the relationship and communication with management.  It also revealed that 
without management participation a community of practice in the form of engaging in 
an on-line social networking site, was not considered to have value by employees.  
Value is one of the seven principles for cultivating communities of practice  (Wenger, 
McDermott, Snyder,  2002, P. 59).  This studied revealed that in an organization 
management participation is needed to provide value to the community of practice.    
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5.5 Substantive Implications  
 Online social networking has the potential to be an effective communication 
tool in the workplace yet it cannot be expected to correct problems that already exist in 
an organization. It should be implemented with caution to ensure that it does not 
decrease satisfaction and commitment. For an employer sponsored on-line social 
networking site to be effective for organizational communication a significant 
commitment by management and a series of regular posts and interaction is needed to 
hold the interest of employees and ensure continued participation.  
 Throughout the study it became clear that employee access to a social 
networking site was a barrier in achieving company wide participation.  In a hospitality 
organization many employees are front line workers without access to a computer at 
work.  This limits their opportunity to participate to break times or personal time at 
home.  Many employees do not have access to computers at home either because of 
financial means or because the computer they have may be shared by the family and 
often used by the children.  Additionally employees have other concerns besides work 
to deal with during their personal time.   Organizations implementing on-line social 
networking sites for organizational communication must ensure that all employees have 
access to computers at work and are provided opportunities to use them in order for the 
social networking model to be successful.   
 In addition to computer access, language barriers exist that made full 
participation challenging.  During the training period it became apparent that many 
employees, including some in the research group did not have a full command of the 
English language.  Even one of the vice presidents explained that the reason he did not 
post on the site was that he was not confident enough with his English speaking ability 
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to post a status update or comment on the posts of others.   Online social networking 
sites for organizational communication in diverse organizations should include a 
translation feature like the one that is part of Facebook where employees can translate 
information easily into their native language.  
  In order to keep employees interested in an on-line social networking site 
management must engage regularly in activities that are appreciated by employees.  
Existing employee recognition efforts could be added to the social networking site by 
management or by a designated employee.  Although managers reported being too busy 
to participate an alternate employee could be assigned to post information on 
management’s behalf.  For example, a designated employee from the Human Resources 
department could be empowered to post employee recognition content from all 
departments.  Upper management could empower their administrative assistants to post 
and comment on their behalf.   
  
 The results of this study may not be generalizable to other organizations 
because although the social network in this study suffered from low activity other 
similar social networks have experienced higher participation rates with more frequent 
postings 
VI:  Weaknesses of the study:  Some weaknesses of the study are the following 
• Low sample size – due mainly to lack of participation on the social networking 
site.  This reduced the scope of the analysis. 
• Studies have shown that the primary link between social capital and job 
satisfaction is through trust (Ahmadi, Ahmadi, Zandieh, 2011; Requena, 2002).   
Although the dimensions of trust were not measured in the survey, the fact it 
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was revealed in the qualitative interviews calls for further attention to its 
conceptualization in future studies. 
• Mentoring is a key component of community of practice theory.  Although it 
was studied in the qualitative interviews it was not directly measured in the 
survey instruments.   
• Questions about Social Capital were only included in the post survey.   
 
These weaknesses do not detract from the significance of the study or the relevance of 
the findings.  A number of respondents expressed the view that the social networking 
site could be effective as a communication medium in the workplace.  Participants 
enjoyed the pictures and videos that were posted about company happenings.  They 
also enjoyed seeing the profiles of co-workers that they might not have had the 
opportunity to meet in person. People enjoyed the contests as demonstrated by the 
increase in page views and visits during the contest periods as well as the comments in 
the qualitative interviews. Employees expressed their feeling that they would have liked 
to see more employee recognition and opportunities to give feedback to management 
through discussions on the site.   Again, these positive benefits were hampered by lack 
of management participation.  One marketing employee, CC, was instrumental in 
posting company information on the site on a regular basis.  During the qualitative 
interviews one mid level manager, AF, used a very insightful analogy to describe why 
this wasn’t enough to hold the interest of the employee population.  She said, “CC was 
like a cheerleader but we needed to have the coach involved.”   
  Further research is needed to understand why management is reluctant to reveal 
information about themselves in an online format.  Additionally more research is 
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needed to understand why some people define their identity by their lack of 
participation in social media. Is this a phenomenon that will change over time as on-
line social networking becomes more ubiquitous?  The introduction of E-mail to the 
business world was a slow process.  At first technology savvy employees embraced it 
but many wanted the hard copy paper communication.  Now paper memos are almost 
obsolete in many organizations.    
 
5.7 Conclusions  
 The introduction of an on-line social networking site into an organization will 
not unilaterally facilitate a functioning community of practice.  Management 
engagement on the site is necessary in order for employees to see the value of 
continued participation.  Without this engagement an increase in organizational social 
capital that has been previously associated with increased job satisfaction and 
organizational commitment in other studies will not materialize.  Indeed the 
introduction of an on-line social networking site may reduce job satisfaction by 
highlighting communication issues that already exist within the organization.  This may 
lead to dissatisfaction by creating fear among employees and management to reveal 
information about themselves and by adding new responsibilities to an already heavy 
workload.  
 In order for an on-line social networking site to increase community of practice 
management must openly engage on the site and both employees and management must 
feel comfortable in participating without fear of negative consequences.   
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Appendix	  A:	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Pre-­‐Employee	  Survey	  	  
	  
	  	  
Please circle the number for each question that comes closest to reflecting your opinion about it. 	  	  
    Strongly disagree   
 
 
 
 
 
   Disagree   
 
 
 
 
  Neutral   
 
 
 
 Agree   
 
 
Strongly Agree  
       	  	  
1. I am willing to put in a great deal of effort beyond what is 
normally expected in order to keep this organization 
successful. 
1 2 3 4 5 
2. The management team of this organization cares about 
employees 
1 2 3 4 5 
3. I am proud to tell others that I am part of this organization.  1 2 3 4 5 
4. I feel that the work I do is appreciated  1 2 3 4 5 
5. Communication seems good within this organization  1 2 3 4 5 
6. The goals of this organization are clear to me 1 2 3 4 5 
7. I  feel my efforts are rewarded the way they should be 1 2 3 4 5 
8. I feel I am being paid a fair amount for the work I do.  1 2 3 4 5 
9. When I do a good job, I receive the recognition for it that I 
should receive.  
1 2 3 4 5 
10. My supervisor shows interest in the feelings of subordinates. 1 2 3 4 5 
11. I like the people I work with  1 2 3 4 5 
12. I feel that I know what is going on with the organization  1 2 3 4 5 
13. I like my supervisor  1 2 3 4 5 
14. Work assignments are fully explained 
 
(Please answer questions 15-25 on back of this page)   
1 2 3 4 5 
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15. I talk up this organization to my friends as a great 
organization to work for.  
1 2 3 4 5 
16. I enjoy my co-workers  1 2 3 4 5 
17. I really care about the fate of this organization  1 2 3 4 5 
18. I like the people I work with  1 2 3 4 5 
19. There is not a lot of bickering and fighting at work  1 2 3 4 5 
20. There are adequate rewards for those who work here 1 2 3 4 5 
 
21. Name three Vice Presidents of The  Casino.  
 
 
22. List two shows appearing in The  Superstar Theatre in 
September. 
 
 
23. What is the name of the Wiskey Bar?  
  
 
24. What show is appearing in the Sceening Room in 
September?  
 
 
25 Name a marketing promotion or special event taking 
place in September. 
	  
     
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Control	  Number:	  ____________	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  The	  control	  number	  is	  used	  to	  match	  pre	  and	  post	  surveys	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Appendix B:               Employee Survey 	  	  
Post – Social Networking Control  Group   	  Control	  Number:	  __________________	  
Please circle the number for each question that comes closest to reflecting your opinion about it.  	  	  
	  
    Strongly disagree   
 
 
 
 
 
   Disagree   
 
 
 
 
  Neutral   
 
 
 
 Agree   
 
 
Strongly Agree  
       
	  	  
25. I am willing to put in a great deal of effort beyond what 
is normally expected in order to keep this organization 
successful. 
1 2 3 4 5 
26. The management team of this organization cares about 
employees 
1 2 3 4 5 
27. I am proud to tell others that I am part of this 
organization.  
1 2 3 4 5 
28. I feel that the work I do is appreciated  1 2 3 4 5 
29. Communication seems good within this organization  1 2 3 4 5 
30. The goals of this organization are clear to me 1 2 3 4 5 
31. I  feel my efforts are rewarded the way they should be 1 2 3 4 5 
32. I feel I am being paid a fair amount for the work I do.  1 2 3 4 5 
33. When I do a good job, I receive the recognition for it that 
I should receive.  
1 2 3 4 5 
34. My supervisor shows interest in the feelings of 
subordinates. 
1 2 3 4 5 
35. I like the people I work with  1 2 3 4 5 
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36. I feel that I know what is going on with the organization  1 2 3 4 5 
37. I like my supervisor  1 2 3 4 5 
38. Work assignments are fully explained  1 2 3 4 5 
39. I talk up this organization to my friends as a great 
organization to work for.  
1 2 3 4 5 
40. I enjoy my co-workers  1 2 3 4 5 
41. I really care about the fate of this organization  1 2 3 4 5 
42. I like the people I work with  1 2 3 4 5 
43. There is not a lot of bickering and fighting at work  1 2 3 4 5 
44. There are adequate rewards for those who work here 1 2 3 4 5 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  	  	  Strongly	  Agree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  2	  	  	  Agree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  3	  	  	  Neutral	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4	  	  	  Disagree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  5	  	  	  Strongly	  Disagree	  	  
21.  Name three Vice Presidents of The  Casino.  
 
22.  List two shows appearing in The  Superstar Theatre in 
June. 
23. What is the name of the Wiskey Bar?   
24. What show is appearing in the Sceening Room in June?  
25 Name a marketing promotion or special event taking 
place in June. 
25. Did you actively particpate on the Speakfree Social 
Networking Site during the last 9 months?  
26. If so, approximately how many times did you visit the 
site. __________ 
     
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Thank	  you	  for	  participating	  in	  this	  research	  project	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Appendix C:              Employee Survey 	  	  
Post – Social Networking Participants   	  Control	  Number:	  __________________	  
Please circle the number for each question that comes closest to reflecting your opinion about it.  	  	  
	  
    Strongly disagree   
 
 
 
 
 
   Disagree   
 
 
 
 
  Neutral   
 
 
 
 Agree   
 
 
Strongly Agree  
       
	  	  
27. I am willing to put in a great deal of effort beyond what 
is normally expected in order to keep this organization 
successful. 
1 2 3 4 5 
28. The management team of this organization cares about 
employees 
1 2 3 4 5 
29. I am proud to tell others that I am part of this 
organization.  
1 2 3 4 5 
30. I feel that the work I do is appreciated  1 2 3 4 5 
31. Communication seems good within this organization  1 2 3 4 5 
32. The goals of this organization are clear to me 1 2 3 4 5 
33. I  feel my efforts are rewarded the way they should be 1 2 3 4 5 
34. I feel I am being paid a fair amount for the work I do.  1 2 3 4 5 
35. When I do a good job, I receive the recognition for it that 
I should receive.  
1 2 3 4 5 
36. My supervisor shows interest in the feelings of 
subordinates. 
1 2 3 4 5 
37. I like the people I work with  1 2 3 4 5 
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38. I feel that I know what is going on with the organization  1 2 3 4 5 
39. I like my supervisor  1 2 3 4 5 
40. Work assignments are fully explained  1 2 3 4 5 
41. I talk up this organization to my friends as a great 
organization to work for.  
1 2 3 4 5 
42. I enjoy my co-workers  1 2 3 4 5 
43. I really care about the fate of this organization  1 2 3 4 5 
44. I like the people I work with  1 2 3 4 5 
45. There is not a lot of bickering and fighting at work  1 2 3 4 5 
46. There are adequate rewards for those who work here 1 2 3 4 5 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  1	  	  	  Strongly	  Agree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  2	  	  	  Agree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  3	  	  	  Neutral	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4	  	  	  Disagree	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  5	  	  	  Strongly	  Disagree	  	  	  
21.  Name three Vice Presidents of The  Casino.  
 
47.  List two shows appearing in The Superstar Theatre in 
June. 
 
48. What is the name of the Wiskey Bar?  
  
49. What show is appearing in The Sceening Room in June?  
 
25 Name a marketing promotion or special event taking 
place in June. 
50. Approximately how many times per week do you visit the 
Speakfree site? ___________ 
51. Approximately how many times per week do you post 
something to the site? __________ 
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52. Approximately how much time do you spend per week 
viewiing the activity of others on the site? _________ 
53. Approximately how many new friends did you meet on-
line by participating in the social networking site that 
you have not met face to face? ______________ 
54. Approximately how many new friends did you meet with 
face to face after originally meeting on-line?   
______________ 
55. On a scale of 1 – 5, with 1 being the strongest, how 
strong would you rate the relationships with your new 
friends.  __________     
56. With your new friends that you met on the social 
networking site, what percentage of the conversation is 
about work related matters? ( 1% - 100%)____________ 
57. With your new friends that you met on the social 
networking site,  what percentage of the conversation is 
about personal matters? (1% - 100%)____________ 
58.  On a scale of 1 – 5, with 1 being the strongest, how 
strong would you rate the relationships you have with 
existing friends from work that are not on the social 
networking site? __________  
59. On a scale of 1 – 5, with 1 being the strongest, how 
strong would you rate the relationships you have with 
existing friends from work that you communicated with 
on the social networking site? __________ 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Thank	  you	  for	  participating	  in	  this	  research	  project	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Appendix	  D.	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Interview	  Questions	  For	  All	  Employees	  
	  	   1. Do	  you	  know	  what	  Speakfree	  is?	  	  	   2. Did	  you	  access	  Speakfree	  at	  all	  in	  the	  past	  year?	  	  	   3. How	  often?	  	  	   4. Why	  not?	  	  	  5. 	  What	  features	  did	  you	  like	  about	  the	  site?	  	  	   6. How	  could	  the	  site	  be	  improved?	  	  	   7. Do	  you	  use	  Facebook	  ?	  	   8. How	  often	  do	  you	  access	  Facebook?	  	  	   9. How	  important	  is	  it	  to	  you	  to	  interact	  with	  others	  who	  are	  more	  senior	  than	  you	  in	  the	  organization?	  	  	  WORK/SOCIAL	  	  	   A. How	  do	  you	  interact	  with	  them?	  	  	  	   B. 	  Would	  you	  like	  to	  interact	  more	  with	  them?	  	  	   C. How?	  	  	  	   D. What	  do	  you	  think	  about	  Speakfree	  as	  a	  way	  to	  interact?	  	  	  	  	  	  	  	  	  10. Do	  you	  have	  a	  mentor	  or	  do	  you	  mentor	  anyone?	  	  	   E. How	  do	  you	  interact	  with	  them?	  WORK/SOCIAL	  	  	   F. 	  Would	  you	  like	  to	  interact	  more	  with	  them?	  	  	   G. How?	  	  	  	   H. What	  do	  you	  think	  about	  Speakfree	  as	  a	  way	  to	  interact?	  	   11. How	  important	  is	  it	  to	  you	  to	  interact	  with	  people	  on	  your	  same	  level	  from	  other	  departments?	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   I. How	  do	  you	  interact	  with	  them?	  WORK/SOCIAL	  	  	  	   J. 	  Would	  you	  like	  to	  interact	  more	  with	  them?	  	  	   K. How?	  	  	  	   L. What	  do	  you	  think	  about	  Speakfree	  as	  a	  way	  to	  interact?	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  Survey	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Social	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  Survey	  Questions	  	  	  	  	  	  
	  	  	  	  	  	  and	  Network	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  UCINET	  	  
Use	  of	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  Networking	  
Site	  
	  	  	  	  	  	  	  	  	  Survey	  Questions	  	  	  
	  
Appendix	  E:	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Analytical	  Model	  	  
Independent	  Variables	  	  	  	  	  	  	  	  	  	  	  Dependent	  Variables	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Appendix	  F:	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Study	  Explanation	  Research	  Group	  	  
	  
	  
Employee	  Social	  Networking	  Research	  Study	  	  You	  are	  being	  invited	  to	  participate	  in	  a	  research	  study	  about	  using	  employee	  social	  networking	  to	  improve	  communication	  in	  the	  workplace.	  The	  study	  is	  being	  conducted	  by	  Jane	  Bokunewicz,	  a	  hospitality	  professor	  at	  Drexel	  University	  and	  former	  VP	  Administration	  Tropicana	  Casino	  in	  Atlantic	  City.	  	  	  You	  were	  randomly	  selected	  to	  be	  a	  participant	  in	  the	  study.	  	  Participation	  is	  voluntary	  and	  there	  are	  no	  costs	  to	  you	  for	  participating.	  	  All	  participants	  will	  receive	  one	  entry	  into	  a	  drawing	  for	  prizes	  including	  the	  top	  prize	  of	  an	  Apple	  IPad	  2.	  	  If	  you	  choose	  to	  participate	  you	  will	  be	  asked	  to	  complete	  a	  25	  question	  survey	  now	  and	  then	  again	  six	  months	  from	  now.	  	  The	  study	  will	  attempt	  to	  measure	  whether	  or	  not	  communication	  on	  an	  employer	  sponsored	  social	  network	  (i.e.	  The	  casino’s	  version	  of	  Facebook	  called	  “Speakfree”)	  improves	  communication	  in	  the	  workplace.	  	  The	  study	  will	  compare	  the	  surveys	  of	  two	  groups	  or	  employees,	  those	  who	  communicated	  on	  the	  social	  network	  and	  those	  that	  did	  not.	  You	  have	  been	  
selected	  to	  be	  part	  of	  the	  group	  that	  does	  NOT	  communicate	  on	  the	  social	  
network	  so	  you	  are	  asked	  to	  agree	  NOT	  to	  access	  Speakfree	  for	  the	  study	  
duration	  (approximately	  6	  months).	  After	  that,	  you	  are	  free	  to	  view	  the	  site	  and	  engage	  in	  social	  networking	  on	  Speakfree.	  	  Your	  only	  requirement	  for	  participation	  in	  the	  research	  is	  the	  completion	  of	  the	  two	  surveys.	  	  The	  survey	  is	  completely	  anonymous.	  	  Only	  Drexel	  University	  will	  ever	  see	  the	  completed	  survey	  documents.	  	  The	  casino	  will	  only	  receive	  a	  summary	  report	  of	  the	  results.	  The	  control	  number	  is	  used	  to	  compare	  pre	  and	  post	  surveys.	  	  Drexel	  University	  does	  not	  have	  access	  to	  which	  control	  number	  belongs	  to	  which	  employee.	  Do	  not	  write	  your	  name	  on	  the	  survey.	  	  Simply	  drop	  the	  completed	  survey	  in	  the	  box	  in	  the	  employee	  cafeteria	  before	  September	  10.	  	  By	  completing	  the	  survey	  you	  are	  voluntarily	  agreeing	  to	  participate.	  	  You	  are	  free	  to	  decline	  to	  answer	  any	  particular	  question	  you	  do	  not	  wish	  to	  answer	  for	  any	  reason.	  	  	  If	  you	  have	  questions	  about	  the	  study,	  please	  contact	  Jane	  Bokunewicz	  at	  jfb37@drexel.edu	  or	  609	  703-­‐1946.	  	  	  	  Your	  participation	  in	  this	  study	  will	  help	  to	  improve	  communication	  in	  the	  workplace	  and	  it	  is	  very	  much	  appreciated.	  	  	  
	  
Drop	  the	  completed	  survey	  into	  the	  suggestion	  box	  in	  the	  
employee	  cafeteria	  	  	  	  Non-­‐Participant	  Group	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Appendix	  G:	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Study	  Explanation	  Control	  Grop	  	  
	  
	  	  
Employee	  Social	  Networking	  Research	  Study	  You	  are	  being	  invited	  to	  participate	  in	  a	  research	  study	  about	  using	  employee	  social	  networking	  to	  improve	  communication	  in	  the	  workplace.	  The	  study	  is	  being	  conducted	  by	  Jane	  Bokunewicz,	  a	  hospitality	  professor	  at	  Drexel	  University,	  and	  former	  VP	  Administration	  Tropicana	  Casino	  in	  Atlantic	  City.	  	  	  You	  were	  randomly	  selected	  to	  be	  a	  participant	  in	  the	  study.	  	  Participation	  is	  voluntary	  and	  there	  are	  no	  costs	  to	  you	  for	  participating.	  	  All	  participants	  will	  receive	  one	  entry	  into	  a	  drawing	  for	  prizes	  including	  the	  top	  prize	  of	  an	  IPad2.	  	  	  	  If	  you	  choose	  to	  participate	  you	  will	  be	  asked	  to	  complete	  a	  25	  question	  survey	  now	  and	  then	  again	  six	  months	  from	  now.	  	  The	  study	  will	  attempt	  to	  measure	  whether	  or	  not	  communication	  on	  an	  employer	  sponsored	  social	  network	  (i.e.	  The	  Casino’s	  version	  of	  Facebook	  called	  “Speakfree”)	  improves	  communication	  within	  the	  company.	  	  The	  study	  will	  compare	  the	  surveys	  of	  two	  groups	  of	  employees,	  those	  who	  communicated	  on	  the	  social	  network	  and	  those	  that	  did	  not.	  You	  have	  
been	  selected	  to	  be	  part	  of	  the	  group	  that	  actively	  communicates	  on	  the	  
social	  network	  called	  Speakfree.	  You	  will	  receive	  training	  on	  how	  to	  use	  the	  
various	  features	  of	  the	  site.	  	  The	  site	  will	  be	  active	  beginning	  on	  September	  
10,	  2011.	  	  The	  site	  can	  be	  accessed	  at	  	  
	  
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  http://speakeasy.resortsac.com/	  
	  The	  survey	  is	  completely	  anonymous.	  	  Only	  Drexel	  University	  will	  ever	  see	  the	  completed	  survey	  documents.	  	  The	  casino	  will	  only	  receive	  a	  summary	  report	  of	  the	  results.	  The	  control	  number	  is	  used	  to	  compare	  pre	  and	  post	  surveys.	  	  Drexel	  University	  does	  not	  have	  access	  to	  which	  control	  number	  belongs	  to	  which	  employee.	  Do	  not	  write	  your	  name	  on	  the	  survey.	  	  Do	  not	  write	  your	  name	  on	  the	  survey.	  	  Statistics	  on	  the	  amount	  of	  your	  participation	  on	  the	  social	  networking	  site	  will	  be	  collected	  and	  identified	  by	  a	  control	  number.	  	  All	  data	  will	  be	  collected	  anonymously.	  	  	  Completed	  surveys	  should	  be	  dropped	  into	  the	  collection	  box	  in	  the	  employee	  cafeteria	  before	  September	  10.	  	  By	  completing	  the	  survey	  you	  are	  voluntarily	  agreeing	  to	  participate.	  	  You	  are	  free	  to	  decline	  to	  answer	  any	  particular	  question	  you	  do	  not	  wish	  to	  answer	  for	  any	  reason.	  	  And	  you	  are	  free	  to	  participate	  in	  the	  site	  as	  often	  or	  as	  little	  as	  you	  wish.	  	  	  If	  you	  have	  questions	  about	  the	  study,	  please	  contact	  Jane	  Bokunewicz	  at	  jfb37@drexel.edu	  or	  609	  703-­‐1946.	  Your	  participation	  in	  this	  study	  will	  help	  to	  improve	  communication	  in	  the	  workplace	  and	  it	  is	  very	  much	  appreciated.	  	  I	  hope	  you	  enjoy	  the	  Social	  Networking	  experience.	  
Drop	  the	  completed	  survey	  into	  the	  suggestion	  box	  in	  the	  
cafeteria.	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Appendix H:                            Terms of Use Statement   
 
The following text will be added to the Terms of Use on the Speakfree Social 
Networking Site.  It will be displayed when an employee first logs on and they will be 
asked to click on an icon to accept.  After that it can be displayed by clicking on Terms 
of Use.  
 
 
Speakfree social networking site for employees is part of a research project being 
conducted by Jane Bokunewicz, a hospitality professor at Drexel University, and 
former VP Administration Tropicana Casino in Atlantic City.  The study will attempt to 
measure whether or not communication on an employer sponsored social network 
improves communication within the company.  Statistical and usage data from the site 
will be analyzed as part of the study.  Participation on Speakfree is voluntary.   
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Appendix	  I:	  	  	  	  	  	  	  	  	  Internal	  Consistencies	  for	  the	  Mowday,	  Steers,	  Porter	  OCQ	  	  
 
Mean, Standard Deviations, and Internal Consistencies for Mowday, Steers, 
Porter OCQ 
     N Mean  SD Coeffici
ent  
Public Employees  569 4.5   .90 .90 
Classified University 
Employees * 
243 4.6 1.30 .90 
Hospital Employees * 382 5.1 1.18 .88 
Bank Employees  411 5.2 1.07 .88 
Telephone Company 
Employees 
605 4.7 1.20 .90 
Scientists and 
Engineers * 
119 4.4 .98 .84 
Auto Company 
Managers 
115 5.3 1.05 .90 
Psychiatric 
Technicians ** 
  60 4.0/3.5 1.00/1.00 .82-.93 
  4.3/3.5 1.10/0.91  
  4.3/3.3 0.96/0.88  
  4.0/3.0 1.10/0.98  
Retail Management 
Trainees 
59 6.1 .64 NA 
*   A nine-item shortened version of the OCQ was used in this study. 
** For this sample, means and standard deviations are reported separately for stayers ad 
leavers across four time periods.  	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   Appendix	  J:	  Internal	  Consistency	  Reliability	  for	  the	  Job	  Satisfaction	  Survey	  
	  
Subscale	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Coefficient	  Alpha	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  Test-­‐Retest	  
Reliability	  
Pay	   .75	   .45	  
Promotion	  	   .73	   .62	  
Supervision	  	   .82	   .55	  
Benefits	   .73	   .37	  
Contingent	  Rewards	   .76	   .59	  
Operating	  
Procedures	  
.62	   .74	  
Coworkers	   .60	   .64	  
Nature	  of	  Work	   .78	   .54	  
Communication	  	   .71	   .65	  
Total	  	   .91	   .71	  
Sample	  Size	  	   2,870	  	  	  	   43	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Vita	  
	  
Jane	  Francess	  Bokunewicz	  
567	  Hollybrook	  Road,	  Galloway,	  NJ	  	  08205	  
	  
Education	  	  	  	  	  	  
PhD	  Communication	  Culture	  and	  Media,	  Drexel	  University,	  2013	  
Master	  of	  Business	  Administration,	  Monmouth	  College,	  1990	  	  
BS	  Business	  Administration,	  Indiana	  University	  of	  PA	  1984	  
	  
Textbooks	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
Bokunewicz,	  J.,	  Kneisel,	  D.,	  McNichols,	  M.	  (2011)	  Casino	  Gaming	  Technology.	  	   	  
Saddle	  River,	  NJ	  Pearson	  Prentice	  Hall.	  	  
	  
Book	  Chapters	  
Bokunewicz,	  J.	  (2009).	  The	  Evolution	  of	  Casino	  Technology	  in	  Atlantic	  City.	  In	  Tyrell,	  
B.J.,	  &	  Posner,	  I.	  (Ed.)	  Casino	  Gaming	  in	  Atlantic	  City	  A	  Thirty	  Year	  Retrospective.	  
(pp.23-­‐30).	  Margate,	  NJ:	  Comteq.	  	  
	  
Work	  Experience	  
Richard	  Stockton	  College	  of	  NJ	  –	  Instructor	  –	  September	  2012	  –	  Present	  	  
Teaching	  courses	  in	  Hotel	  management,	  Casino	  Management,	  and	  Human	  Resources.	  	  
Providing	  service	  to	  the	  college	  and	  students	  and	  completing	  industry	  focused	  
research	  and	  publication.	  	  
	  
Drexel	  University	  April	  2006	  –	  August	  2012	  	  
Assistant	  Teaching	  Professor	  Goodwin	  College	  of	  Professional	  Studies	  	  
Taught	  various	  courses	  in	  Hospitality.	  Developed	  the	  curriculum	  for	  a	  concentration	  in	  
Gaming	  and	  Resort	  Management.	  Contributed	  to	  the	  development	  of	  a	  Masters	  
Degree	  in	  Hospitality.	  Supervised	  Graduate	  Student’s	  Capstone	  Research	  Projects.	  	  
	  
Tropicana	  Casino	  and	  Resort	  	  
Vice	  President	  Operations	  Dec	  2005	  –	  April	  2006	  	  
Responsibilities	  Oversaw	  operations	  and	  leasing	  for	  The	  Quarter,	  a	  retail	  dining	  and	  
entertainment	  venue	  with	  10	  restaurants,	  4	  Bars,	  24	  retail	  	  outlets	  and	  a	  spa.	  	  All	  
outlets	  were	  privately	  owned	  and	  operated	  by	  third	  party	  tenants.	  	  Additional	  
responsibilities	  included	  Facilities,	  Security,	  and	  Capital	  Renovation	  Projects.	  
	  	  	  
	  Vice	  President	  Administration	  1994	  –	  2005	  Responsibilities	  	  	  Oversaw	  the	  
departments	  of	  Human	  Resources,	  Quality	  Assurance	  Purchasing,	  Facilities,	  Security,	  
Heath	  Administration,	  and	  Capital	  Projects.	  	  
	  
Various	  Positions	  Tropicana	  MIS	  Department	  1985	  –	  1990	  	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
	  
